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PEp^T4V^0fkGREATNESS 




NEW WAVE 7 

■ ■ ■ ■ Possibly. Advertising men, networks, stations, 
and — most significant — important advertisers have been quick to recognize "The 
Man From Oliver Street," first show in the series, as an important new approach to 
documentaries, "...excellent..."; "...superb..."; "...outstanding production..."; 
". . . high caliber television . . ."; ". . . consider it a coup d'etat to have exclusive . . ."; 
"...outstanding work..."; "...proud to show them in prime time " 

"PERSPECTIVE ON GREATNESS" is indeed an unique series. Each of the 26 hour- 
long specials features a great name of our time. Al Smith, Lindbergh, MacArthur, the 
jWindsors, and so on. Here is unrehearsed drama of real life... actual on-the-scene 
(exclusive footage from the incomparable Hearst Metrotone film libraries, brilliantly 
jedited and augmented. 

U 6 GREAT NEW HOUR-LONG 

r 

DOCUMENTARIES 



HEARST 



ETROTONE 

PRODUCTION 




FILMS I NC. • SUITE 3200 
THE CHRYSLER BUILDING 
NEW YORK 17. N. Y. MU 7-0870 



NEW FACTS 
PIERCE SPOT'S 
PAPER JUNGLE 

Firm in the central 
billings sweepstakes 
airs study on agency 
costs for spot buying 

Page 25 



Night radio: 
it's attracting 
new interest 

Page 28 

Tv helps Cott 
put the kibosh 
on store deals 

Page 30 



'You agency 
guys would 
love my job' 




Page 32 



OIGE&T ON PAG 



It looks different 
It is different 



Television 

Station 
Audiences 




This fall; 

Norl •» "° ».s. tv statlon , 




Now, more than ever... 

a complete source of 

actionable 
facts* 



on television 
station audiences 

^4"* meaning facts on which you 
can take decisive action with confi- 
dence . . . significant facts . . . based 
on many measurement refinements 
. . . including newly defined Areas, 
and expanded samples. 

Whether you are a time buyer or 
time seller, here is the tv audience 
information you need . . . station by 
station and season to season ... as 
accurate as today's advanced tech- 
niques and machines can make them. 
Whether a single market, a group of 
markets, or the nation as a whole, it 
will pay you to use the accepted 
standard of audience measurement , 

Nielsen Station Index 



NSI is a Registered Service Mark of the A. C. Nielsen Company 



FOR ALL THE FACTS 

CALL . . . WIRE ... OR WRITE 

CHICAGO 1, ILLINOIS 

360 N. Michigan Ave., FRanklin 2-3810 

NEW YORK 22, NEW YORK 

575 Lexington Ave., MUrray Hi I 8-1020 

MENLO PARK, CALIFORNIA 

70 Willow Road, DAvenport 1-7700 

HOLLYWOOD 28, CALIFORNIA 

1680 N. Vine, Hollywood 6-4391 





Overwhelming choice of local TV advertisers ! 



YOUR CAMPAIGN BELONGS ON 
THE IMPORTANT STATION IN 

ATLANTA 

THE DYNAMIC NEW FORCE 
IN ATLANTA TELEVISION ! ! ! 



wa 





A STORER (^STATION <$> 

represented by Storer Television Sales 
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ALL 

00000 

are on 

WDBOTV 

in 

CENTRAL FLORIDA 
ARB reports 



WDBO-TV 

DELIVERS 

35.4 
65.4 



'Amore homes 
than sta "B" 

/omore homes 
n than sta."C" 



from 9am to midnight 
in CENTRAL FLORIDA'S 
BILLION DOLLAR MARKET! 

NIILSENreporfs 



HOMES REACHED 



STA. 


MON. 


■FRI. 


SUN. 


■ SAT. 


12-3PM 


3-6PM 


6-9PM 


9-Mid. 




(00) 


(00) 


(00) 


(00) 


WDBO 


304 


306 


546 


446 


'B' 


166 ' 


148 


389 


271 


■c 


61 


193 


295 


243 



WDBOTV 

CH.6- CBS -ORLANDO 

BLAIR tVA has more FACTS ! 
* March, 1961 Reports 
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ARTICLES 

New facts pierce paper jungle 

25 Survey of agency -rep-station paper headaches by Central Media Bureau 
reveals additional cost to agencies can he as high as S500.000 a year 



Night radio: far from dead 

28 Creative programing, discussion shows and emphasis on local news is 
attracting nighttime radio huys on radio stations around the country 

Tv helps Cott put kibosh on 'deals' 

30 Bottler switches from year-round, print-promoted price deals to twin 
flights of quality-oriented spot tv; first phases hikes sales by 20% 

Managing a radio station — more fun than agency work? 

32 "You agency guys would love my job," says Paul Marion of Charlotte. 
No. 1 in a new series contrasting a radio man's with an adman's life 

Savvy video commercials 

35 New York's top film commercial producers scan their recent assign- 
ments and come up with a number of savvy agency film commercial gems 

'Diggin' like sourdoughs' 

37 'Gold rush' promotion by South Dakota station group attracts 175,000 
over one weekend as climax to Dakota Territory Centennial observance 

NEWS: Sponsor-Week 7, Sponsor-Scope 19, Spot Buys 42, Washington 
Week 55, Film Scope 56. Sponsor Hears 58, Sponsor-Week Wrap-Up 60. 
Tv and Radio Newsmakers 71 

DEPARTMENTS: Sponsor Backstage 15, 555 5th 16, Sponsor 
Asks 38, Radio Results 44, Seller's Viewpoint 72, Sponsor Speaks 74, 
Ten-Second Spots 74 



Officers: editor ami publisher. Norman R. Glenn: executive vice presi- 
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secretary-treasurer, Elaine Couper Glenn. 
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Gwen Smart; assistant news editor, Heyward Ehrlich: associate editors. Jack 
Lindrup, Ben Seff, Ruth Schlanger, Lauren Libow; columnist, Jee Csida; art 
editor, Maury Kurtz; production editor, Phyllis Trieb; editorial research, Carol 
Ferster; reader service, Gail Rubenstein. 

Advertising: a««i«tant sales manager. Willard Dougherty; southern man- 
ager. Herbert M. Martin, Jr.; midwest manager, Paul Blair; western manager. 
George G. Dietrich, Jr.; sales service/production, John Henner. 

Circulation: circulation manager, Jack Rayman, John J. Kelly, Lydia 
Martinez. 

Administrative: office manager. Fred Lerine: George Brcler. Michael 
C.rocco. Svtt Cullman. Irene Sulzbach. Geraldine Daych, Jo Ganci. Manuela 
Santalla, Mary Kandyba. 
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Why WLOS-TV bought Seven Arts' Volumes I & II 



Says Ted Eiland: 



'When you're committed to heavy movie scheduling, you've got to 
deliver top product 




evelop 
not only audience, 
but dollars. 



'This calls for the best feature films available and Warners" Films of the 50's' 
qualify handsomely. When you tell TV buyers you've signed up for 
Seven Arts' features, they instantly connect the name with the most outstanding 
movies on TV today. Result, we entered Fall with a sold-out situation." 





Warner's films of the 50's. 
Money makers of the 60's 




SEVEN ARTS 
ASSOCIATED 
CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 

Motion Pktures-"Gigot". starring Jackie Gleason, completed shooting 

in Paris.. . Gene KeHy directing. .. 

Theatre-"Gone with the Wind" in preparation... 

Television -Distribution of films for T.V.. Warner's "Films of the 50's". . . 

Literary Properties-'Homancero" by Jacques Oeval... 

Real Estate-The Riviera of the Carribbean. Grand Bahama, in construction . . . 



NEW YORK: 270 Park Avenue YUkon 61717 

CHICAGO: 8922-D N. La Crosse, Skokie, III. ORchard 4-5105 
DALLAS: 5641 Charlestown Drive ADams 9-2855 

L.A.: 232 So. Reeves Drive GRanite 6-1564-STate 8 8276 

For list of TV stations programming Warner Bros. "Films of 
the 50's" see Third Cover SRDS (Spot TV Rates and Data) 



Any Yardstick 

IE BIG ON 

Takes the Measure 



ARB 
PULSE 
NIELSEN 

TRENDEX 

WKRGTV 

CHANNEL 5 MOBILE, ALA. 

Call Avery-Knodel, Representative, 
or C. P. Persons, Jr., General Manager 

SPONSOR 
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SPOT MERRY-GO-ROUND? 

Fairfax Cone proposes networks rotate all tv spots 
except specials to solve tv programing 'disgrace' 



Television advertisers should be 
rotated like magazine advertisers 
through all shows except specials — 
according to a proposal made this 
week by Fairfax M. Cone. 

This highly controversial proposal 
was made in Chicago before the 
Broadcast Advertising Club. Cone is 
chairman of the executive commit- 
tee of Foote, Cone & Belding. 

The spot-rotation innovation was 
proposed as the solution to how to 
provide different programing service 
simultaneously, and to prevent all 
advertisers from seeking the same 
type of show at the same time. 

Informal reaction of network offi- 
cials was to dub the proposal "ideal- 
istic" and "unrealistic." For it to 
work all advertisers would have to 
relinquish their preferred positions 
within certain shows. 

Cone's proposal, regarded as tv's 
first reply to FCC Chairman Minow's 
'vast wasteland" description would, 
Cone said, "balance the weekly fare 
between regular and special enter- 
tainment features and regular and 
special features in fields of contro- 
versy and ideas — even in the arts." 

Speaking frankly on a variety of 
subjects; Cone called "Bus Stop" on 
tv "the nastiest, ugliest show" he 
has ever seen in the medium. 

He complained of advertisers pur- 
suing "the numbers," buying the 
audience he wants and serving no 
other. 



Instead of suggesting more chan- 
nels, he proposed that the networks 
cease their pursuit of the same 
mass of viewers hour after hour. 
"Television, unhappily," he re- 
marked, "seems to be aimed pri- 
marily at the people whose tastes 
can't be changed and whose sights 
can't be raised." 

He cited studies to show that even 
"if you are getting the bulk of the 
gum-chewers and the lip-movers and 
the bulk of the no-opinion holders" 
an advertiser would reach no more 
than "a third of the great body of 
sensible and sensitive Americans," 
this being a bad business practice. 

Accusing television of reaching 
only "the majority of viewers" but 
not "the majority of the public," he 
suggested the solution was massive 
spot rotation since, in effect, tv or 
almost all of it would sooner or 
later be spot television anyway. 



TvAR's PER-FAMILY 
ANNUAL SPOT FIGURES 

Figures on a per-family basis for 
spot tv in various markets based on 
1960, the latest year of FCC data for 
three-station markets, have been 
made up by TvAR for its own use. 

Average per-family tv spot invest- 
ment is bigger in biggest markets, 
$9.67 in the top ten, declining uni- 
formly to $5.41 in markets out of the 
top 40. 

(Continued on page 8, col. 2) 



Magazines on radio 
spending spree 

More magazines are using 
network radio than ever before 
and they're also using it more 
heavily when they do go in. 

To take a sample, just at CBS 
Radio in the past )ear, the fol- 
lowing national magazines have 
been in: Saturday Evening 
Post, Ladies' Home Journal, 
Life. Look. Time. McCall's Red- 
book, Reader's Digest, and Bet- 
ter Homes and Gardens. 

There's also a local boom of 
newspapers in many major mar- 
kets. 

Keep in mind these are cash 
deals and have nothing to do 
with promotion exchanges run- 
ning between air and print. 



GRAHAM CRUSADE'S 89 
MARKETS FOR HOURS 

(Chicago): Smaller tv markets 
across the country have been getting 
a substantial boost from the Billy 
Graham Crusade (Walter F. Bennett). 

In 89 markets Graham has bought 
eight consecutive nights for full 
hours for videotapes of the crusade 
in Philadelphia this September., 

Revenue involved is substantial 
since one-time hour rate is being 
paid in almost every case. The stig- 
ma to paid religion has vanished, 
apparently, since the agency re- 
ported that station tape facilities, 
not program approval were their 
only difficulty. But they've now 
made kinescopes to solve this. 
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PLOTNIK TO KING 

AS CREATIVE DIRECTOR 

Gene Plotnik has joined King 
Features Syndicate as director of 
creative services for the tv division. 

He was director of public rela- 
tions for Screen Gems for the past 
four years and 
before that 
tv editor of 
The Billboard. 

Plotnik will 
be responsi- 
ble for exploi- 
tation of Pop- 
eye and other 
King Features 



1* 



Gene Plotnik 



tv properties. This will include sales 
promotion and merchandising. 

He will report to Al Brodax, King's 
tv director, and will work with him 
in developing newsworthy and ex- 
ploitable new tv programs. 



NBC Films has $2 mil. 
all time record quarter 

NBC Films reports a record quar- 
ter of $2 million for the period end- 
ing 1 October, announced its new 
president, Morris Rittenberg. 

What's remarkable is that all of 
this volume is through re-run syndi- 
cation sales of two off-network 
shows, Best of Groucho and The 
Deputy, and a regional sale of 
R.C.M.P. to McCulloch Company for 
its chain-saws. 

National sales manager of NBC 
Films since its re-shaping this sum- 
mer is William P. Breen. 



Penfield's tv check 
for commercials 

(San Francisco): Penfield & Asso- 
ciates has developed a "Tv Spot 
Check" service to test and compare 
commercials. 

The test can be done before or 
after they are on the air. An unusual 
feature is that segments of a com- 
mercial or common components can 
be tested before the entire com- 
mercial is produced. 



TvAR's spot figures 

(Continued from page 7, col. 2) 

Biggest market was Chicago where 
$12.76 per family was spent in tv 
spot. 

Here are spot billings per tv fam- 
ily ranked in descending groups: 

Over $12: New York, Chicago. 

Over $10: Los Angeles, Buffalo, 
Houston, Denver. 

Over $9: Philadelphia, Boston, St. 
Louis, Washington, Baltimore, Kan- 
sas City, Milwaukee, Seattle-Tacoma, 
Miami, Columbus, 0., Portland, Ore., 
Sacramento-Stockton, Tampa. 

Over $8: Pittsburgh, Cincinnati, 
New Orleans, Oklahoma City, Ro- 
chester, N. Y., Spokane, Phoenix, 
Honolulu, Hartford-New Haven-New 
Britain-Waterbury. 

Over $7: San Francisco, Cleveland, 
Minneapolis- St. Paul, Dallas -Ft. 
Worth, Atlanta, Albany-Schenectady- 
Troy, Omaha, San Antonio, Fresno, 
Indianapolis-Bloomington, Des 
Moines-Ames. 

Over $6: Memphis, Norfolk, Tulsa, 
Wichita-Hutchinson, El Paso, 

Over $5: Nashville, Scranton- 
Wilkes-Barre, Salt Lake City, Knox- 
ville, Peoria, Youngstown, Amarillo, 
Las Vegas, Harrisburg - Lancaster, 
Portland, Me., Bay City-Flint-Sagi- 
naw, Mobile-Pensacola. 

Over $4: Cedar Rapids, Richmond, 
Little Rock, Madison, Orlando, Ft. 
Wayne, Chattanooga, Bakersfield, 
South Bend, Albuquerque, Tucson, 
Colorado Springs, Charleston-Hunt- 
ington, Springfield - Decatur -etc., 
Harrisburg, 1 1 1. -etc., Roanoke. 

Over $3: Greenville, Altoona-Johns- 
town, Austin-Rochester. 

Over $2: Evansville - Henderson, 
Green Bay-Marinette. 

Detroit was not included because 
FCC data does not include CKYW-TV. 

Averages, besides top ten and 
below-40, given above, are: markets 
11-20, $8.93; 21-30, $8.16; 31-40, $6.92. 
Markets of two or more tv areas, 
such as Hartford-New Haven, are 
included in dollar brackets above 
but not in calculated averages. 



NORTON NAMED AMPEX 
LATIN MANAGER 

Ampex International has appoint- 
ed Charles E Norton as regional 
marketing manager for Latin Amer- 
ica. 

Norton will handle magnetic re- 
corders, tape 
and other 
Ampex de- 
vices in the 
rapidly grow- 
ing Latin 
American 
market. 

He was for- 
merly video Charles E. Norton 
products marketing manager of Am- 
pex International in Redwood City. 
Before that Norton was southern 
area manager for RCA equipment. 



August net tv up 
15% to $58 mil. 

August 1961 network tv gross time 
billings were up 14.8% over that 
month last year, reports TvB. 

The month's billings were $58,- 
403,914, compared to $50,867,085 in 
1960. 

Both ABC TV and NBC TV regis- 
tered large gains for August, 27.4% 
and 24.5%, respectively. 

Network figures individually were 
ABC TV, $14,484,650; CBS TV, $21,- 
446,651, and NBC TV, $22,472,613. 

During August parts of the day for 
all networks together were as fol- 
lows-, daytime up 20.8% to $18.5 
million, nighttime up 12.3% to $39.9 
million; daily up 23.5% to $16.5 mil- 
lion, and weekend up 2.1% to $2.0 
million. 



Zerex into radio for 

automotive audience 

DuPont Zerex (BBDO) has gone 
into network radio on weekends to 
reach car drivers on behalf of the 
anti-freeze product. 

News and sports bought by Zerex 
on CBS Radio and ABC Radio are 
worth an estimated $75,000 so far. 
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Miss M'Goo? 



On the principle that every American 
girl should have a chance to enter a 
beauty contest, M'Goo's— a beatnik 
hangout on Hollywood Boulevard— en- 
tered its own contestant, Miss M'Goo. 
for the title of Miss Los Angeles. 

Southern California, of course, is 
where things are always happening. 
Sometimes funny or off-beat things, but 
more often serious matters— new prob- 
lems to solve, new needs to satisfy, new 
conditions to cope with— all part of this 
market's explosive growth. And to keep 
up with the constantly changing scene, 
Southern Californians keep tuning in 
knx kaleidoscope, with Bob Ferris. 

KNX Los Angeles WCBS New York Wl 

•SOURCES! HCS fZ: PULSt ANNUAL, I960; S*tES MANAGEMENT, 1961 



Every day knx kaleidoscope fo- 
cuses on a different story and presents it 
in depth, with on-the-scene excitement. 
It's the inside story ... as told by the 
people who are living it . . . and the 
man on the street who is affected by it. 
One day it's the Miss M'Goo contest . . . 
another day the narcotics problem, the 
black market baby racket, or L. A.'s 
own battle of Bunker Hill against slums. 
Whatever is up in Southern California, 
Bob Ferris is there. And every day, 
Monday through Friday from 6:30 to 
7:00 pm, thousands of listeners are 
there, too. No wonder more people lis- 
ten to KNX, more often, than to any 

Philadelphia WBBM Chicago WEEI Bo: 



other station in Los Angeles. 

Such exciting coverage of the local 
scene is typical of the idea radio you 
find on all seven CBS Owned Radio Sta- 
tions. One reason why they command 
more attention than any other group of 
stations in America. No matter how you 
measure it — total homes reached each 
week, families reached in metropolitan 
areas, households reached in metropol- 
itan county areas — the CBS Owned 
Radio Stations reach more people than 
any other group of stations.* And more 
people who are tuned in tb listen. 

The CBS Owned Radio Stations 

i KMOX St. Louis KCBS San Francisco 

Represented by CBS Radio Spot Sales 
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TvB's STATUS REPORT 

FOR 1961 FIRST HALF 

Viewing levels and advertising ex- 
penditures for tv both advanced in 
the first half of 1961, notes a TvB 
status report on the state of the 
industry. 

Average audiences increased 4.8% 
to 13,882,000 homes in the average 
minute. At night the increase was 
3.1%, to 21,058,000 homes. 

Total gross time billings for both 
network and spot advanced 3.7% 
over 1960, to reach $675,796,000 from 
January to June, 1961. 

The average U. S. tv home spent 
slightly more time watching tv in the 
first half of 1961, five hours and 22 
minutes, or three minutes more than 
in 1960. 

Tv viewing was up most heavily in 
morning, 9.3%, and afternoon, 6.8%. 
The average audience of network 
nighttime shows was up 5.1% in 
homes. But week-end network day- 
time shows fell, 4.2%. 

Network costs-per-thousand rose 
by 3.0% to $2.73. Evening shows' 
CPM rose 1.0% to $3.98 and day- 
time shows' CPM went up 5.8% to 
$2.01. 

Both the percentage of homes and 
the number of homes using tv dur- 
ing average minutes has been in- 
creasing gradually, according to 
Nielsen figures. The total day went 
up from 29.2% back in 1959 to 29.3% 
in 1960 and then to 29.6% in 1961. 
Comparable figures for morning are 
13.1%, 13.2%, and 13.9%; for after- 
noon, 23.8%, 24.2%, and 24.9%; and 
for evening, 45.3%, 45.2%, and 44.9%. 

Average tv usage for the nation 
has fluctuated between 5:15 and 
5:22 since 1957. In 1961 to June the 
individual regions ranked as fol- 
lows: East Central, 5:52; Northeast, 
5:24; Pacific, 5:14; West Central, 5:12, 
a~d South, 5:11. This reflectSj since 
1950, a large rise for the East Cen- 
tral and Pacific, and a decline for 
the West Central. 



Broadcast news pact 
for time and RKO 

Time, Inc. and RKO General 
have entered a cooperative 
agreement for "Time Life 
Broadcast News." 

Involved are all the RKO 
General stations plus newsmen 
of lime, Life, Fortune, and 
Sports Illustrated. 

The initial purpose of the 
agreement is to supply news for 
radio on tape. 

Supply of five segments of 
five minutes each weekly begins 
in November and will expand. 



AAAA reports on what 
thought leaders say 

Thought leaders' criticism of ad- 
vertising stems from objections to 
particular ads but might be altered 
if they had more information. 

These were among the findings of 
the AAAA study conducted by the 
Group Attitudes division of Hill and 
Knowlton. Some 180 college, re- 
ligious, business, editorial, and gov- 
ernment people or leaders were in- 
terviewed. 

In brief, here's what the AAAA 
found: 

Nine out of 10 regard advertising 
as productive but may question its 
"side effects." 

Religious leaders doubt that ad- 
vertising fulfills its social obliga- 
tions and feel that irresponsible ad- 
vertising makes business morally 
suspect. 

"Advertising is a cultural depres- 
sant, tending to destroy individual- 
ism," think sociologists. Economists 
criticize non-informative or brand 
competition advertising. 

Thought leaders agree advertising 
influences people to buy unneces- 
sary things. 

Despite objections, about 80% 
would adjust their views if facts 
and arguments so convinced them. 



JOSEPH IS MS-FB 
MEDIA CHIEF, VP. 

Julius Joseph Jr. has been named 
vice president and director of media 
for Maxwell Sackheim - Franklin 
Bruck, Inc. 

He has been in the media field for 
more than 25 years and was formerly 
account executive and media super- 
visor at KHC&A. 



News directors angered 
at N. Y. radio limits 
to Mayoralty debates 

Local stations are running into 
difficulties in debates like the Ken- 
nedy-Nixon ones of last year. 

In New York incumbent Mayor 
Wagner had a debate with Republi- 
can nominee Lefkowitz. 

Trouble began when tv debate on 
WPIX was offered to radio for simul- 
cast only. WOR and WNYC carried 
it but WNEW refused because it was 
denied news editorial judgment on 
excerpts and delayed broadcast. 

Political figures involved, not the 
broadcasters, made the limitation 
that left several news directors in 
New York hopping mad. There was 
no such limit on the Presidential 
debates. 

After the telecast radio stations 
WMCA and WNEW began rebroad- 
casting excerpts anyway, defying the 
ban. WMCA asserts the material 
was public domain legally one hour 
after telecast. How it obtained the 
tapes is not known. 



AMST facts to Congress 
on deintermixture 

(St. Louis): The AMST held a strat- 
egy meeting this week to formulate 
a reply to FCC proposals of deinter- 
mixtures in markets beyond the 
eight already designated. 

Jack Harris of KPRC-TV, Houston, 
association president since its 
founding in 1956, revealed that perti- 
nent facts were being collected for 
transmission to Congress. 
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\void audienceanemiaitus* 

XruSt Taft AND ABC to deliver the 
■largest audiences in four great markets. <? 

Cincinnati Columbus Birmingham Lexington ^ 



WKRC 
TV 
am 
fm 



WTVN 
TV 
am 
fm 



VVBRC 
TV 
am 
fm 



WKYT 
TV 



Nervous twitch caused by consistently low audience count. 
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Bowling is no 
the no. 3 sporl 
in TV today 




CHAMPIONSHIP 
BOWLING" 

% Now going into its 
8th straight year 

#26 brand new 
one-hour shows 

# Feature bowling's 
top stars 

#Fred Wolf, bowling's 
No. 1 sportscaster 

Produced in cooperation with 
AMF PINSPOTTERS, INC. 




tremendous ratings, even against footbal 
major league baseball, and feature film* 
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and 

'Championship 
Bowling' 7 is the 
10. 1 bowling show 

MEMO TO AGENCIES: 

Don't worry about time slots and market availabilities ... we 
have the choice ones already blocked out for you . . . just call us. 
50% or 25% sponsorship available in markets coast-to-coast. 

WoM^9Mjjtl^^ inc. 

75 East Wacker Drive/Chicago 1, Illinois 
Phone: FRanklin 2-4392 
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IT'S THOSE LITTLE "EXTRAS" THAT HELP BUILD THE 



QUALITY TOUCH 




Quality reporting is more than just 
game statistics. WFAA-TV's award win- 
ning Sports Director Wes Wise gets the 
human interest aspects, the "whys and 
wherefores," the real meat behind im- 
portant sports developments which has 
won for him a large and loyal sports 
audience. With two pro teams and those 
Southwest Conference powerhouses in 



the Dallas area, that "sports beat" in- 
evitably shows up on WFAA-TV! 

But whether it's a sports audience, 
women's, children or combined, you'll 
find this same quality touch prevalent in 
all facets of WFAA-TV's operation. Why 
not call your PETRYMAN for good 
avails during the popular fall season? 



WFAA-TV 

channel 8 a 

RiprinnUi b* ^*ww^P*fc^^^ta«^ TSt Origin*} Sflxon ff**rf»»> 





DALLAS 



WFAA . AM . FM . TV — THE DALLAS MORNING NEWS 
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by Joe Csida 

Sponsor 



backstage 



'I like Newton Minow' 

Last Ma), in Washington, I thought my per- 
sonal relationship with Newton X. Minow. Chair- 
man of the Federal Communications Commis- 
sion was off to a pleasant and promising start. I 
have always been and am most interested in 
meeting and developing the warmest possible 
association with bright, earnest people, working 
for what 1 (in my simple-minded way) consider 
the good. Newton Minow struck me as that type of a person when 
he did the VIPers the honor of turning up as our guest on the eve 
of the NAB convention. And the next day after he made his "waste- 
land" speech I still felt that way about him. 

I did a "backstage" on his speech, in which I said I was quite im- 
pressed with him and the talk. I criticized him only on the grounds 
that possibly he should have been a mite more mindful of the pub- 
lic relations damage he was doing the broadcasters and the tele- 
vision industry by making the kind of speech he made. I felt this 
was particularly true, since lie obviously hadn't had the opportu- 
nity as of that date to find out how the majority of the men who run 
the nation's networks and stations would react to his ideas. And I 
considered it unduly harsh of him to kick them in the teeth in pub- 
lic as hard as he did in that speech before getting to know them, 
their intent, and their motives better. 

Mr. Minow wrote me a nice personal note, which I didn't use in 
!the column and don't intend using now, since it wai personal. And 
I didn't see or hear from him again till Friday (22 September) 
i when he made his children's program talk before the largest crowd 
a Radio & Television Executives' Society luncheon had ever at- 
tracted. On that occasion, I went into the little room set aside for 
the Chairman and the other dignitaries who were to be his com- 
panions on the dais. Making all allowances for the fact that Mr. 
iMinow was being as harrassed as the Guest of Honor usually is at 
| functions of that type, I still felt that he greeted me somewhat more 
coldly than I expected. 

Confusing the McMillin and Csida columns 
Later, when he had completed his talk, I think I possibly may have 
I run into the reason for his frigid response to my greeting. I ran 
into a couple of fellow VIPers, Morrie Novik and Joe Ream, in the 
Roosevelt halls after the talk, and I made some highly complimentary 
remarks about the Chairman's talk. Both Morrie and Joe took the 
attitude that I was drastically revising my opinion of Mr. Minow 
and his notions. They were under the impression that I had written 
several columns chastising the Chairman and expressing caustic dis- 
agreement with his views, his style and his general comportment. 
It was only after the most careful questioning that I discovered 
(Please turn to page 53) 
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rr who knows 
better than 
my salesmen 
how our spot 
schedule on 
WSUN pays off?" 




THIS IS HOW C. J. STOLL, MOBILE HOME 
DEALER IN ST. PETERSBURG, FLORIDA. 
AND PAST PRESIDENT OF THE NATIONAL 
MOBILE HOME DEALERS ASSOCIATION. 
FEELS ABOUT WSUN RADIO. 



"Whenever we prepare a budget for 
advertising my salesmen always re- 
mind me of the important results 
delivered to us by WSUN radio 
and insist that a good portion of our 
advertising dollars be spent on this 
station. I ask you. who knows bet- 
ter than my salesmen how our spot 
schedule on WSUN pays off?" This 
is how most local advertisers feel 
ahout the Suncoast's greatest cover- 
age radio station. It will pay off for 
you. too! 



Rat ings vary from survev to survey; 
the true yardstick is SALES! Dollar 
for dollar by any survey, your hest 
Tampa - St. Petersburg buy " 

WSUN radio 62 

Tampa -St. Petersburg 

Nail. Rep: VENARD, RINTOUL & McCONNELL 
S.E. Rep: JAMES S. AYERS 



1.1 
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Minow upheld 

I appreciate John McMillin's column 
on Roy Collins in your 28 August 
edition (which I'm reading at home 
with my private home subscription). 

When the Governor was one of 
the final two candidates for the NAB 
presidency, he made this comment: 
"You must realize that by nature I'm 
an advocate, and I'll never work at 
any job where I can't be such." 

He further made the point that he 
would never advocate anything that 
was against his principles but stated 
that he felt the broadcast industry 
and a heavy majority of its members 
individually would learn that his 
principles and theirs were akin. 

He has a hard job, but he has what 
it takes to do the job. He needs 



a friendly press (which doesn't mean 
he should be above industry criti- 
cism). In view of his newness on 
the job, the broadcast press should 
have been friendlier and more en- 
couraging. In his eagerness to get 
going, I think he made a few mis- 
takes, but this will happen to anyone. 

As I said above, I appreciate your 
article — and I find few points of even 
minor disagreement. 

Merrill Lindsay 
vice president 
WSOY 
Decatur, III. 

We even get 'down-under' 

SPONSOR really gets around . . . even 
"Down-Under." 

In July, WWj-Radio ran an ad 




WAVE -TV viewers have 
28.8% more TEETH 

—and keep 'em sparkling with 28.8% 
more tooth paste, powders and brushes! 



That's because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: N.S.I., July, 1961. 

CHANNEL 3 • MAXIMUM POWER 
NBC 

LOUISVILLE 

THE KATZ AGENCY, National Representatives 




concerning the station's "The Total 
Story'' brochure. Today's mail 
brought a letter from Radio 2 HD 
Newcastle, N.S.W., Australia, men- 
tioning SPONSOR and requesting a 
copy of the brochure. 

Previously, we had received simi- 
lar requests from Adelaide, Honolulu, 
and many markets in the U. S. A. 
Nice going. 

A. Glenn Kyker 
promotion manager 
WW J Stations 
Detroit, Mich. 

Repeating a boo-boo 

I suggest you reprint (I am enclosing 
a copy of it) your boo-boo in your 
next issue. How do you justify tell- 
ing one how to divide his time when 
you can't even add it! 

W. J. Lewis 
sales director 
W.TEN 
Albany, A". Y. 

• The "boo-boo" referred to was in 18 September. 
"Sponsor- Week." It ran — "BTS also prepared a break- 
down of how a salesman should spend his best 25 hours 
?f the week. 9 a m. to noon and 2 to 5 p.m. daily." We 
picked up the facts from a BTS release, and thought 
that BTS might hare allowed for coffee-breaks and 
thereby lost a little time. 

Proper designation 

I have just received my copy of "Tv 
Basics" and I am disturbed to find, 
you have listed WLUK-TV in 
Marinette. 

For a magazine that is normally 
the first with information, it is sur- 
prising that WLUK is listed as Mar- 
inette as well as Green Bay when we 
have had the Green Bay designation 
for a period in excess of two years. 

Trust we can look forward to a 
revision. 

Raymond W. Grandle 
general manager 
WLUK-TV 
Green Bay, Wise. 

• SPONSOR published the designation as submitted 
to us. WLt"K-TY was listed as Green-Bay- Marinette. 

» » » 

On page 58 of your "Tv Basics" 
supplement of SPONSOR (11 Septem- 
ber 1961) you list the w inners of the 
1961 American Tv Commercials 
Festival in 30 product categories. Un- 
der the category "Gift Items*' you 
list the title of the commercial "Take 
a Picture.'' the advertiser Eastman 
Kodak Company, and the product 
"Scott fall brands)." The product 
is Kodak cameras and film. 
J. G. Scott 

assistant television manager 
Eastman Kodak Co. 
Rochester. N. Y. 
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Cosmography Brou^j. 

Vy 7e live, we have it on reliable authority 1 , on O \^/- 

»» one planet of one star of some two billion 
in our (that's the editorial our) galaxy. These ^ 
stars are billions of miles from each other. There 

are some billion similar galaxies which are quadril- s ^^ > 
lions of miles apart. Between is space, probably cp 
empty. 



Our earth is about 1/2,000,000,000,000,000,000 
of the works. 

That seems to be a suitably self-effacing framework 
for our next observation. 

Only one station in television markets of three sta- 
tions or more, U.S.A., Planet Earth, Our Star, Our 
Galaxy, surveyed by an equally reliable authority 2 , 
had more than SQfo of BOTH total homes and 
metro share. That station was VVMT-TV, Cedar 
Rapids-Waterloo, CBS Television for Eastern Iowa, 
represented by The Katz Agency, Inc., affiliated 
with WMT Radio, K-WMT, Fort Dodge; WEBC, 
Duluth. How do you express that as a fraction of 
1/2,000,000,000,000,000,000: 



l Hubble Atlas of Galaxies. 
2 ARB, June "fit. 
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local 
delivery 




WPIX-ll services New Yorkers by delivering local news and special events with consistent 
excellence and dependability-as attested to by our six Sylvania Awards, two Emmy 
Awards, the Headliner Award and the DuPont Award. Over the years wpix-11 has been 
the only New York Independent to provide live television news on a regular basis as part V 
of its service to the community. One more important reason why wpix is New York's v ^ 



prestige independent. 



Where are your 60 second commercials tonight? | 



NEW YORK'S PRESTIGE INDEPENDENT 






Interpretation and commentary 

on most significant tv/radio 

and marketing news of the week 



SPONSOR -SCOPE 



16 OCTOBER 1961 
CnyrllM IMI 
SPONSOR 
PUBLICATION* INC. 



This is a special report on the images that the buyers and sellers of spot radio 
have of each other these days. 

What especially actuated SPONSOR-SCOPE into making this inquiry: radio stations 
have lately in swelling numbers been asking their reps: what's been happening to 
new national spot business? 

The basic implication of that query may be construed as this: (1) fall business hasn't 
come up to expectations; (2) can the reason point to underlying problems that spot 
radio ought to take to heart immediately and see what can be done about them. 

SPONSOR-SCOPE's crosssection of inquiry took in media directors, timebuyers 
and reps and broadcasters and here, reduced to essence, is what they had to say: 

MEDIA DIRECTORS : The time seems to have come for spot radio to take a complete 
inventory in how it should be presented and sold. The lack of market information 
and knowledge of their stations' characteristics in audience and general comport is appalling 
among many rep salesmen. It is their business to keep uptodate on all the vital areas that 
will make you sit up and notice the medium. 

TIMEBUYERS: What makes it often hard to buy radio is that a goodly number of 
stations change their formats so often and so fast that we can't tell what we're buy- 
ing. Some of them go on shuttling from Top 40 to general appeal and back again with little 
understanding of what this can mean at the buying end. It confuses our conceptions of 
what a station sounds like and unless we know what a station sounds like, we and 
the advertiser don't know what kind of audience we're getting. 

REPS : Most of the people on the creative level in agencies are tv-oriented. They're 
loath to find out what radio today can do to sell goods. They don't know how to write for 
radio, and they don't want to know, since tv gives them a more flamboyant showcase for 
their talent — and helps win awards, which, you would think, they consider more important 
than selling. And at the media level, the majority of timebuyers care for nothing but 
numbers. Quality is of minor concern to them. All they seek is quantity. 

STATIONMEN: Echo the above sentiments and are quite disturbed by the buyers' lip- 
service to, if not total lack of, interest in qualitative factors. They're bitter about this: 
they toil and spend on public service, aiming to build station personality and image, but 
the national advertiser and his agency keep playing the numbers game. Overlooked 
is the station's impressive record as a prime mover of goods and services in its locality. 



National spot radio buying took a moderate turn for the better last week. 

Radio buys out of New York included: Bayer Aspirin (DFS), 13 weeks; Pall Mall 
(SSC&B) ; U. S. Tobacco's Model brand (Donahue & Coe), 60 markets, multiple stations per 
market, three flights; Chapstick (Gumbinner), 50 markets, 10 to 30 spots a week, 13 weeks. 

Chicago radio action included: Florists Telegraph Delivery (KM&J), 400 markets, 
week preceding Thanksgiving; there'll be another schedule for Christmas. 



Here are insights into spot tv strategy being mulled by midwest accounts. 

PARKER PEN (Burnett) : Will use about 65 major markets for a pre-Christmas cam- 
paign, with 75 rating points per week for both day and night minutes the criteria. 

GILLETTE LABS (North) : Aiming in some markets— the list is now over 80— for 225 
rating points a week in behalf of Thoroxin tablets and Duramid 12, a long-acting deconges- 
tant. In Indianapolis, where Duramid's been heavily tested, the goal's 400 points. 

CHUN KING (BBDO Minneapolis) •. Revamping second and third flight strategy; in- 
stead of fringe minutes, it's to be strictly prime time. 
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SPONSOR-SCOPE continued 



The buying pace in national spot tv was about as sturdy last week as any single 
week since the fall spree started. 

One of the buys that reflected a particular omen: General Mills' Cheerios (D-F-S) found 
so few stations interested in selling 30-second (station-break) segments that the en- 
tire new schedule of 13 weeks was switched to minutes. 

Other spot tv activity out of New York: Custom Farms (JWT), 20's, I.D.'s, foui 
weeks, starting 21 October; Gravy Train (B&B), 20's and late minutes, three weeks; Scott 
Paper (JWT), in markets where network clearances are not obtainable, 10 weeks; Mrs. Fil- 
bert's margarine (Y&R) , six weeks, 30 October; Colgate's Congestaid (L&N), three flights, the 
first starting 12 November; P&G's Liquid Prell (Grey), night minutes in about 30 markets; 
Schick (NC&K), nine weeks, in three flights. 

Out of the midwest : Dow Chemical (MacManus, J&A), Christmas promotion for Ben- 
Mont gift products, two flights: S. C. Johnson's Glade (B&B). 



It may be a little too early to come to conclusions on how the new nighttime 
network tv season's shaping up, but from comment gathered by SPONSOR-SCOPE 
among New York agency tv department executives the preliminary picture has some 
discernible shadows of things to come. 

Without attempting to pinpoint prospective winners, these observations lean to these ex- 
pectations and broad generalizations: 

NETWORK POSITIONS: NBC TV has so far come up stronger that in recent years 
with its newcomers and bids not only to make it a closer three-horse race than ever but to press 
its competitors hard for first place on most nights of the week and average minute tune-in 
across the seven-night board. 

WESTERNS: There's still plenty of power in a couple of the holdovers, Wagon Train 
and Bonanza, and a pretty good bet in the elongated Wells Fargo. Little strength elsewhere 

SITUATION COMEDIES: NBC TV seems to have come up with two or three clicks 
and two of the CBS TV holdovers should continue to hit the mark; otherwise, and that includes 
the new cartooners, the outlook is not so hunky-dory. 

CRIME-SUSPENSE: Only one among the newcomers that seems to suggest it is goin^j 
places is the Dick Powell opus; however, this type, like adventure shows, takes a little longer to' 
get rolling; hence, there may be some surprises. Holdovers are showing vulnerability. 

ADVENTURE ANTHOLOGIES: They're picking Dr. Kildare, especially on quality. 

LIVE COMEDY: No sensations are anticipated. 

Note of caution: Remember there were a number of bad guesses last fall. 



NBC TV affiliates are being permitted by the network to sell — at coop rates, ofi 
course — a scattering of nighttime minutes. 

The opportunities: four minutes a week in the 7:30-8:30 span; two minutes in Med 
the Press; markets left open by Sealtest in connection with the Bob Newhart show; all spotJ 
in Saturday Night at the Movies when the film runs after 11 p.m. 



P&G has yet to make a decision on whether to expand the marketing of its nex 
label on cooking oil, namely, Puritan. 

Like Crisco oil, Puritan has been undergoing area tests, but the difference is this : the new 
Crisco version is already being promoted by an expanding spot tv campaign. 
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SPONSOR-SCOPE continued 



Credit Bates as the agency participating in a record number of nighttime shows 
on the tv networks this season: the tally is 42 program series. 

By night of the week the participations in shows stacks up as following: Sunday, 4; 
Monday, 8; Tuesday, 4; Wednesday, 3; Thursday, 9; Friday, 7; Saturday, 7. 

Not included are the Doug Edwards newsstrip, Jack Paar and Sunday News Special 
(CBS). 

There must be big money in the weight-control urge: Metrecal (K&E) has 
obligated itself for an additional §400,000 in night and daytime minute participa- 
tions, with this bundle going to NBC TV. 

At the start of the season, Metrecal, a Mead Johnson product, had committed itself about 
$1.5-milIion worth of the same thing at ABC TV. 

All three tv networks are in there furiously bidding for R. T. French's (JWT) 
daytime budget, which for 1962 will run around §1.5 million. 

About §200,000 of this comes from the Bird Care division (Foley). 

For the networks it's quite a cut from what it was for 1961. The cause: French is going 
to do more print next year, whereas this year the policy was 90% tv and the leavings for 
print 

Provision has also been made in the French budget for a substantial showing in spot. 

ABC TV has changed is conception of how its business review undertaking 
should be sold, admitting it had too tough a row to hoe by spotting it as a half -hour 
Sundays. 

The revised thinking: five-minute segments after the 11 p.m. news. It'll be tagged 
the Business Day. 

Perhaps the strangest paradox at the moment in air media is this: day tv 
audiences keep growing, but the networks are not only pricing their daytime inven- 
tory in the other direction but searching for ways to keep as much net from this as 
possible. 

Witness NBC TV's request of affiliates that they forego compensation from the sever- 
al half -hour strips which the network offers as bonus shows; that is, an advertiser 
gets a quarter-hour of them free for every four quarter -hours he buys. 

The move has broad implications for all the networks. What NBC, in effect, is saying 
to affiliates: if we don't collect on a segment of our time, you don't either. 

(See 9 October SPONSOR-SCOPE, page 20. for Nielsen evidence of daytime tv's average 
audience upward trend.) 

If you should be confused over the various types of scatter plans as practiced in 
daytime network tv, a few definitions are in order. 
And here they are: 

SINGLE SHOW SCATTER PLAN: You buy three minutes and you're entitled to 
spot them on the same program series on three different days. 

MULTIPLE SHOW SCATTER PLAN: You buy as many minutes as you wish and 
scatter them on as many shows as your batch of minutes allows. 

ROTATION SCATTER PLAN: You buy a minute on a program and the network is 
privileged to change the position of your commercial from day to day and week to 
week. 
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SPONSOR-SCOPE continued 



ABC TV seems bent on lending an air of exclusivity to the daytime Ernie Ford 
half hour strip, which makes its bow 2 April 1962. 

It's limiting the strip's sponsorship to six (across the weekday board) advertisers. 

What it was asking for Ford last week: $17,500 a week for five five-minute segments a 
week, which figures out to $3,500 per commercial minute. Contracts would be for a 
minimum of 26 weeks, which adds up to $455,000 for each of the proposed six advertisers. 

P.S.: Ford will do one out of every three commercials. 

The trend of the Hollywood film makers toward putting the bulk of their ad- 
vertising largess into tv continues. Columbia Pictures (K&E) has taken $3 million 
out of print for use in network and spot tv. 

Disney, which is now in over 200 tv markets on a picture-by-picture basis, made a similar 
switch lately and is spending for spot tv at the rate of $2 million a year. 

Columbia, incidentally, got its big awakening about the effectiveness of spot tv when it 
used 15 markets at an expenditure of $150,000 for the plugging of Guns of Navarone. 

Interesting marketing sidelight: about 70% of box-office revenue derives from the 
16-to-28 age bracket, which offers a pretty sharp clue for tv audience pinpointing. Columbia 
appears to be reaching for the other 30% via news on ABC TV. 

Chicago reps last week thought it a little too grim on the part of the Kitchens 
of Sara Lee (Hill, RM&S) to say it wouldn't buy any spots in or adjacent to gun« 
slinging westerns or crime shows. 

Says Sara Lee: we're trying to build a quality image for our products and so we're 
taking a firm stand against having them identified with violence. 

As time goes on the networks will find it tougher to dispose of alternate half« 
hour shows as such to the No. Two advertiser. 

The reason is sheer economics: a minute in an alternate half hour costs 20% of the hour' 
rate, whereas a minute in an hour show with multiple sponsors costs 16-2/3% of the hourly 
rate. 

About a year ago the automotive giants were wondering whether the compacts 
ought to be assigned to individual agencies for maximum efficiency. 

The interim has proved this strategy entirely unnecessary. 

What has happened: agencies with several lines of the same company's outpnt 
have staffed up a separate creative group for the compacts. 

OHie Treyz thinks the agencies can play an important role in the developmenl 
of network-controlled programing. 

So he told a working panel on network-agency relationship at the 4A's Central Region 
meeting in Chicago last week. 

The ABC TV President said that the network was already deep in the throes of putting 
together its program structure for 1962-63 and that now was the time when the ideas ait 
still in the amorphous stage — for agency people to get in there with appraisals and sugges- 
tions. Not when the schedule has already been firmed up. 

Treyz ticked off as cases where there had been such preliminary brain-nobbing: My Threi 
Sons, The Donna Reed Show, Hawaiian Eve, 77 Sunset Strip, Naked City. 

On one point Treyz left no doubt: ABC TV would go on maintaining control over th( 
programs planning and building function : it's call was for suggestions and ideas. 



For other news coverage In this Issue: see Sponsor-Week, page 7; Sponon 
Week Wrap-Up, page 60; Washineton Week, page 55; sponsor Heart, page 58; Tv and Rj 

dio Newsmakers, page 71; and Film-Scope, page 56. 
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'tATEWAY to the heart op south Carolina: 

he 257,961 people who make WIS-television's home market the state's larg- 
^t metropolitan area (and a close second in the two Carolinas after a 
kl% increase in the 1960 Census) give Channel 10 their major time and 
Itention, not to say devotion. This adds up to a 78.5 share of audience, 
ys ARB (March 1960) . And throughout South Carolina, WIS-television's 
r '26-foot tower, tallest in the South, delivers more of the state, more effectively 
|an any other station. In short, South Carolina's major selling force is 

WIS television NBC/ABC — Columbia, South Carolina 

1 Charles A. Batson, Managing Director I J('S " 

station of THE BROADCASTING COMPANY OF THE SOUTH y " 

G. Richard Shafto, Executive Vice President 
# '3-television, Channel 10, Columbia, S.C. • WIS Radio, 560, Columbia, S.C. • WSFA-TV, Channel 12, Montgomery, Ala. / All represented by Peters. Griffin. Woodward, Inc. 
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My Three Sons 



The Flintstones 



How do you top 10 
winners like these? 



Ben Casey 




SurfSide Six 



The Roaring 20's 



The Untouchables 



Here's how: 



To follow in the footlights of ten of 
ABC-TV's top programs (each of them in 
first place in their time periods*) we've got 
a bevy of stars and future headliners wait- 
ing in the wings. 

Will they measure up to our big ones? 
It won't be easy. But we think the new- 
comers (and the established favorites soon 
to start their new 1961-62 series) show 
the kind of style that will make it. 

To see how well they do, keep your eye 
on ABC-TV. Which is just what the audi- 
ence is doing. 

ABC Television 

♦Source: Nielsen 24 Market TV Report, Average Audience, 
week ending October 1, 1961, 7:30-11 PM, Mon.-Sat.; 6:30- 
11 PM, Sun. 
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IEW FACTS PIERCE 
POT PAPER JUNGLE 



MB survey of agency-rep-station 
iper problems shows cost to agen- 
es can be as high as $500,000 a year 



i new size-and-shape map of the long-standing paper 
gle through which spot radio/tv admen and broadcasters 
St regularly chop their way is causing a stir this week, 
in the form of a three-way, agency-rep-station study of 
t "systems" completed recently by Central Media Bu- 
ll, which now offers a clearing-house method via C-E-I-R, 
>. of standardizing and automating what General Motors' 
1 Smith recently called the "cumbersome and anti- 
ted" mechanics of spot buying. These are some of the 
s which have come to light in the CMB checkup : 

More than three-fourths of top air media agencies 
nel spot data as "agency of record" for one or more 
nts, or handle the extra job of assembling final records 
pot buys for an agency of record. 
Nearly one out of three stations (29%) told CMB 





PAPERWORK STUDY by Central Media 
Bureau highlights need for the centrali- 
zation of spot radio/tv billing, payment, 
rate policing via electronic computor 
technology, believes CMB's 37-year-old 
pres. Kenneth Schonberg. 



Once an adman's pipedream, "centralized" billing for spot 






BROADCAST BILLING CO. 
TV FIRST— BBC will concentrate on tv (later radio) with 
system designed around existing spot forms. Chrm. 
Laury Botthof (seated), George W. Schiele, sales v.p. 
(I) and Richard I. Golden, operations v.p. (r) 



BROADCAST CLEARING HOUSE 
RADIO FIRST— BCH has made alliance with Bank o 
America to handle spot data processing and payments 
BCH's John Palmer, pres. (I) and Lee Mehlig con 
centrate on radio spot, later, adding tv data 



that spot paperwork is increased 
"substantially" hy the growth of 
multi-agency spot accounts. 

• A large agency estimates that it 
spends ahout $65,000 each year in 
timebuyer, clerical and other salaries 
just to clear up discrepancies be- 
tween spot orders and spot billing, 
primarily due to changes in earned 
radio/tv spot rates. 

• This problem isn't unique to 
agencies. Stations estimate that they 
spend four executive and nine clerical 
man-hours each month clearing and 
adjusting discrepancies on outstand- 
ing hilling. 

• The price of paperwork delays 
can he measured in terms of spot 
dollars that have become clogged in 
payment channels. Projecting station 
estimates of percentages of current 
hilling that is outstanding, CMB esti- 
mates that at least $4 million in spot 
radio tv revenue is "past due" each 
month by 90 clays or more, and over 
So million is hehind payment by 60 
days or more. 

• Errors, which must be resolved 
later, can crerp all too easily into the 
present paper-heavy systems of spot 
buying. It takes no less than eight 
documents to process a spot buy in 
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tv: contract, time order, estimate, 
client invoice, station invoice, affi- 
davit of performance, station vouch- 
er, adjusted invoice to client. 

• Station reps are also on perma- 
nent safari through the paper jungle, 
usually at a cost of extra salaries and 
delays in payment. Special depart- 
ments for handling data on discount 
rates earned by multi-product ac- 
counts have been set up by seven out 
of every 10 reps responding to CMB. 
with an average of four people (and 
as many as 10, in 20% of cases) as- 
signed to such paperwork. 

• Agencies are fully aware that 
the paperwork problem must be 
solved and often indicate just how it 
might he clone. "Although stations 
and reps do not agree, there should 
be some way to combine the biggest 
sources of paperwork into one con- 
tinuity-availability sheet, confirma- 
tion and order or contract," the me- 
dia director of one of Madison Ave.'s 
largest agencies told CMB. Another 
media executive, whose Park Ave. 
agency is in the '"top 20'' in broad- 
cast hilling, suggested that stations 
and reps could cut back on paperwork 
by "adhering more closely to con- 
firmed orders and improving their 



procedures to provide us with mor 
accurate information more quickly 

That familiar plea, for greater a< 
curacy and speed, is really the ston 
center of the hurricane of pape 
which has long bedeviled spot medi* 
As agency overhead has inched steac 
ily upward to put a neat pro 
squeeze on the handling of spot a< 
counts, there's been a greater outci 
for faster and better communicatior 
between buyer and seller in spot. 

Modern data-processing technol 
gy, spurred in many cases by t\ 
increasing complexity of defen! 
needs and weapons systems, has onj 
recently caught up to the proble^ 
This, in turn, has created a nej 
vision of '"automated" agency pr 
tices in which admen and rep exec 
tives can spend more time on 
creative and marketing aspects 
spot radio' 
keeping headaches 

It will be none too soon, the exec 
tives of the new firms now proposi 
new systems of centralized bill 
freely admit. "Spot radio 'tv is g 
ting so complex, so hard to buy, tl 
it is making it increasingly diffic 
for advertisers and agencies to der: 
maximum efficiency from spot bi 
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is being proposed by trio of new concerns 




CENTRAL MEDIA BUREAU 
)V & RADIO — CMB has answer to agency-rep-station paperwork prob- 
hms, using sophisticated computer facilities of C-E-l-R, Inc. CMB's principals 
re William J. Sloboda, exec. v.p. (left), Lois Hirst, v.p., and Kenneth Schon- 
erg, pres. (standing). Here, they map new "economic maximum" formula 



v its." said Kenneth C. Schonberg, 
Resident of Central Media Bureau, 
^he lack of prompt information on 
lissed spots can cause real head- 



aches, and agencies often find them- 
selves suddenly involved with make- 
goods on a flight of spot announce- 
ments which is already over," said 



George W. Schiele, sales v.p. of the 
SRDS-sunported Broadcast Billing 
Co. "Agencies have admitted to us 
that the media bills they usually pay 
first are those that are 'authoritative,' 
and what they usually mean by that 
is billing from print media, not spot." 
said Lee Mehlig, exec. vp. of Broad- 
cast Clearing House and himself a 
former broadcaster with first-hand 
experience of spot payment slow- 
downs. 

Just what are the new billing firms 
offering? 

There are some significant similari- 
ties — and differences. 

Central Media Bureau, just-an- 
nounced arrival on the central-clear- 
ance front, feels that the paperwork 
problems falls "into two main cate- 
gories." As CMB sees it. they are: 
(a) the huge variety of paper forms 
with which stations and agencies have 
to contend, and (b) the "highly com- 
plex rate discount structure" that has 
grown out of the competitive nature 
of spot broadcasting. 

The solution to the problem, CMB 
believes, lies in the simplification and 
standardization of spot forms, the 
centralization of records of discounts 
earned by spot advertisers, and the 
establishment of a central point to 
(Please turn to page 46) 



highlights of Central Media Bureau study of spot "systems" 



Timebuyers spend 75% of work week chopping path 
rough "paperwork jungle," CMB survey reveals. 



Buyer function 


% of total 
time spent 


Reducable via 
automation? 


lecting Availabilities 


39% 


No 


;uring Plans, Discounts 


12% 


Yes 


sting Alternate Schedules 


21% 


Yes 


jition Confirmations 


8% 


. No 


jsparing Client Estimates 


5% 


Yes 


ling Discrepancies 


13% 


Yes 



'ising Client Estimates 2% Yes 



2. $8.8 million in spot tv billings (or 16% of the average 
billing on U.S. tv stations) is 60 days "past due" in any 
average month because of delays in clearing, adjusting 
invoices at agencies. 



3. 60% of spot agencies say it takes from one to 3 
weeks between confirmation of a spot buy and notifica- 
tion to other agencies of new earned discounts when 
multi-product client is involved. 



4. 50% of reps say it takes more than one day, and 
up to a week, to receive written confirmation from 
agencies of an oral sale in spot radio/tv. 



5. $500,000 in salaries is spent annually by one large 
agency just to handle spot paperwork. 
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NIGHT RADIO: FAR FROM DEAD 



^ Creative programing, discussion pkowj . personalities, and emphasis on local news 
are attracting advertisers to nighttime radio on stations all around the country 



Denver at Night 





ATTRACTING NIGHTTIME SPONSORSHIP are these programs: KLZ's (Denver) Denver 
ai Nigfi/ (left above). Murray Kaufman whose records show is heard on WINS, N.Y.C. 
weekday nights from 7 to 10:30 p.m. Also KMPC (LA.) nighttime current events program, 
Nighiside, part of the schedule bought by local Pepsi-Cola dealers last month 



Nightside 



CAPSULE DRAMAS 
OF REAL PEOPLE, 
RECORDED- 
AS THEY HAPPEN- 
IN THE NIGHT 



with Donn Reed and Lloyd Perrin 

coordinated bjr Serve BaOef 




the 



I t's been said many time? — in the 
trade — that for a medium which was 
declared deader than a door nail ten 
year* ago. radio sure get? around. 
And of course, everyone knows all 
about its daytime activities. How. for 
instance, radio goes along with the 
hou:-e\vife while she waxes the floor, 
or whips up a batch of Pablum. And 
that it's right there — somew here in the 
potpourri of shaving equipment — in 
the bathroom when the man of the 
house does away with his morning 
fringe of whiskers <FCC head Mi- 
now included: he said as much in 
his talk to the CBS Radio group m 
New ^ork City, last month I. Then 
there are all the outdoor places radio 
manages to get around to. places 
where its not possible to tote a tv set- 
Recently, however, and with very 
little hoopla, the "corpse" is begin- 
ning to show signs of becoming a 
nocturnal gadabout ( in local areas, 
an way. 1 

Radio stations in a number of mar-l 
kets around the country, are. accord-l 
ing to rep shop talk, experiencing k-| 
creased sale., acrivitv in nighttime' 
segment?. Although most of the busi- 
ness is from local advertisers, indica- 
tion? point to the fact that national 
accounts are e\ eing night radio will 
more than cursory interest. 

In other words — and to borrow 
these words from Robert F_ Eastman" 
national sale? manager. Joseph 
Cuff — more adverrii-ers are beginniri 
to "see the light insofar as nighttirr" 
radio is concerned." Inquire? Cof 
"Can R. J. Reynolds. Pall Mall. Ford 
dealers. Schlitz. Mercury dealer? 
Vaseline. Kent. Cover Girl. HeJ 
mann's Mavonnaise. Texaco. Falsta3 
Beeeh-Nut. etc— be wrong?" "This, 
he declares, "is just a partial list o 
prominent national advertiser? wh< 
ha\ e seen the light." 

He adds "perhaps this awakening 
on the part of national advertiser 
wa? brought about to some de£rreeb; 
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NCS '61 on nighttime 'bandwagon' 



H-R'S RADIO RESEARCH 

Manager, Mary Ann Richard- 
son, says, "NCS 1961 figures 
that H-R has received to 
date show that Nielsen has 
jumped on the nighttime 
radio bandwagon. Nighttime 
circulation in many markets 
is running very close to day- 
time circulation figures." 



the fabulous success enjoyed by many 
local advertisers who have found that 
the addition of nighttime rings the 
cash register. 

For example: Costello Kunze Ford 
in St. Louis grew from insignificance 
to the leading Ford dealer in metro- 
politan St. Louis through the use of 
24 hour saturation on WIL." Says 
Cuff, "it must be more than sheer co- 
incidence that a year or so after Cos- 
tello Kunze had registered their tre- 
mendous sales gains, Texaco bought 
a schedule, including heavy use of 
nighttime, on the same radio station." 

Many top agencies and key adver- 
tisers, says Eastman's national sales 
.manager, have come to appreciate the 
i,fact that not only does the inclusion 
^of nighttime commercials expand 
overall reach and penetration, but 
that the audience gained thereby can 
jbe had for an extremely low cost, 
jj "The local successes, the list of 
.users, RAB, NSI, Pulse, etc. combine 
Lip offer proof positive that nighttime 
'radio is a tangible sales stimulant," 
he declares. 

, The Katz Agency also discloses that 
^hey have experienced increases in 
jnighttime sales. Slight, perhaps, but 
nevertheless an increase. According 

0 Katz' v. p. and radio sales manager, 
jVl. S. Kellner, this increase has been 
elt mostly by stations which have 
:reatively programed for nighttime 
•adio. 

"When stations offer an unique 
jomething-to-sell, nighttime radio can, 
( md is being sold," he says. As an ex- 
ample he points to KLZ, Denver 
.those Denver At Night, a program 
package featuring personalities, lots 

f news (with emphasis on local 
Jews) had attracted heavy sponsor- 

hip. 

1 In New York City, WINS, the 
^atz repped station, is also experi- 
ncing outstanding success with 
Jighttime sponsors. Station manager 
jed Steele credits the surge in busi- 
ness (since January) to "strong per- 
3nalities and creative selling." Says 
teele, "Murray Kaufman, from 7- 
0:30 p.m., Barry Farber with WINS 
^pen Mike from 10:30 to 11 p.m., 
nd Jack Lazare with the all-nis;ht 

[ lows, are the strong personalities 
; iat have brought the nighttime rat- 
igs on WINS to figures better than 
>e daytime ratings of some other 
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radio stations in New York." Accord- 
ing to the August Pulse ratings, the 
average quarter-hour rating of the 
7-11 p.m. segment is a strong 2.3. 
This is the highest rating for that 
time segment among all New York 
radio stations, the nearest competi- 
tor having a 1.9. 

Many sponsors, says Steele, buy 
only nighttime schedules. Among 
them: St. George Pool, Paul Sar- 
gent, Ltd., R and G Clothing, Tie 
City, Male Travel Agency, Al Nor- 
man's Mens Shop, Cover Girl Cos- 
metics, Propa P. H. Heavy place- 
ment on nighttime are bought by 
Budweiser, Schaefer Beer, Champale, 
Barney's Aqueduct, Tom McAn, 
Castro Convertibles, Beacon Wax, 
Coca Cola, National Shoes and Con- 
tadina Foods. 

Says Kellner," the potential of 
nighttime radio hasn't been realized — 
the audience doesn't disappear when 
the sun sets, and everybody doesn't 
switch over to television." He adds, 
"we've been successful in selling 
nighttime as part of the overall con- 
cept of the additional reach radio can 
add to schedules in other media. This 
is especially true in the case of sta- 
tions offering Total Audience Plans, 
where advertisers can buy a combi- 
nation of day and night at attractive 
rates." 

NBC Spot Radio Sales also reports 
success with its Total Audience Plans. 



Says its director, Fred Lyons "since 
the beginning of the year, we've ex- 
perienced a definite rise in the num- 
ber of advertisers purchasing what we 
may refer to as Total Audience Plans 
— that is, schedules that more or less 
encompass the entire broadcast day." 

Lyons cites two of "many logical 
reasons for this approach to spot 
radio buying." 1) "There is reason 
to believe that there is relatively little 
duplication of audience between day- 
time and nighttime listeners — even on 
one station. Many nighttime listeners 
are, for one reason or another, simply 
not available to radio (as well as 
other media) during the daytime 
hours. And, as a whole, nighttime lis- 
teners can usually be purchased more 
economically because of the extremely 
advantageous nighttime rates." 

2) "The continuing extension of re- 
tail hours well into the night has 
added increased impact to nighttime 
radio advertising. All across the coun- 
try a steadily mounting number of 
shopping centers, supermarkets, su- 
burban retail outlets of all types, as 
well as downtown department stores, 
are keeping their doors open until 
nine or ten o'clock at night. This af- 
fords the nighttime radio advertiser 
a golden opportunity to get across the 
'last word' to prospective customers 
and do it within an hour of the time 
the actual purchase is made.'' 
(Please turn to page 48) 
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PRESIDENTS on hand for pre-season meeting, where sales force learned of the new tv plans, 
are John J. Cott, Cott Beverage Corp., (I), and S. Robert Freede of RIedl & Freede 



TV HELPS COTT PUT 
KIBOSH ON 'DEALS' 

^ Bottler switches from year-round, print-promoted 
price deals to twin flights of quality-oriented spot tv 

^ Nine-station, five-state lineup comprises 13-week, 
spring-summer phase; responsihle for 20% sales jump 



When last spring caine in like a 
lion, the Cott Be\erage Corp. of New 
Haven. Conn., had a qualm or two 
about it? new ''no deal" philosophy. 

The regional soft drink producer 
previously had relied heavily on 
newspaper-promoted price reduction 
offer-. But then, while competitors 
were attempting to buck the incle- 
ment spring weather with price deals. 
Cott wa.- trying out a new program 
of spot U and no deals. Colt stuck 
to it* tv gun.- through the spring and 
?ummer peak soft drink selling sea- 
son, and when the <=moke had cleared, 
found it? -ales were 20 r J ahead of 
the same period last jear. 

The mo\e to tv had its inception 
when Cott awarded it? advertising 
arcount to Riedl & Freede, Inc., head- 
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quartered in Clifton, N. J. As related 
by agency v. p. Daniel A. Whitney, 
Cott account supervisor, here's why 
tv got the nod : 

• Reach 

• Frequency 

• Prestige value transferred to 
the product by the medium, in the 
e} es of both the trade and the con- 
sumer 

• Ability to present product dra- 
matical!} 

• Broad audience composition, 
with bonus of teen-agers and children 

• Relatively low cost-per-1.000 
Cott wa? out to build a quality and 

excitement image for its products. 
The price reduction deals that had 
occupied nearh all of the company's 
advertising energies in the past were 



dropped (except for off-season for- 
avs), because considered detrimental 
to the sought after quality image. 

This approach was carried over to 1 
Cott's newly-introduced cherry cola, j 
despite the fact that industry tradi- 
tion calls for price inducements for 
new products, and sales of the cherry 
cola nevertheless have reached the 
volume of Cott's best-selling fruit 
flavored drink, orange. 

Riedl & Freede developed three 
60-second commercials, one each for 
fruit flavors, mixers, and the new- 
cherry cola, with 20- and 10-second 
versions of each. For them the agen- 
cy constructed a 13-week, nine-station 1 
campaign embracing southern New 1 
England, New York, Pennsylvania, i 
and Ohio. 

In nearly all cases the stations pur- 
chased were network affiliates and. : 
keeping within the approximately . 
8450,000 earmarked for the drive, 
Cott sought top-rated, prime evening 
time network program adjacencies. 

Cott's main thrust in New York 
was delivered by WABC-TV which 
for the full 13 weeks aired 21 spots 
per week, mostly 20's and 60's. with 
a few 10's. WCBS-TV also broad- 
cast 21 Cott spots per week for 13 
weeks, but there the emphasis was 
on 10's. For six weeks, WNEW-TVj 
aired 19 Cott spots a week, minutes 
and I.D.'s. 

The bottler's Connecticut buv con- 
sisted of WNHC-TV. New Haven. '> 
which carried 19 spots a week, mostly, 
20's and 60's with a few 10's. for the 
entire 13 weeks. Also on the full 13- ; 
week program was WHNB-TV. New I 
Britain, which aired 16 per week.i 
60's and 10's. And in Springfield.] 



Cott's streamlined 




EXCITEMENT is injected into the CoH tv 
spots with opening scenes of running, bile 
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I Mass.. the Cott message was delivered 
by WWLP (TV), 10 times per week, 
in the form of 60's and 20's, with an 
occasional I.D. 

Cott stretched its tv dollar over the 
campaign's full length in Pennsyl- 
vania by taking a week's hiatus every 
week or two within its schedules on 
WTAE-TV, Pittsburgh, and WFBG- 
TV, Altoona. The former aired 11 
spots a week, mostly minutes, and 
the latter eight per week, mostly min- 
utes, both during seven staggered 
, weeks. In nearhy Ohio, the Cott 
I message was carried by WKBN-TV, 
, Youngstown, 10 times per week, 
, mostly minutes, for the entire 13 
I weeks. 

The new Cott media strategy calls 
, for heavy concentration in the peak 
j selling seasons, spring-summer and 
i the year-end holidays. In the past, 
.the bottler's newspaper-promoted 
price reduction deals were at their 
heaviest in peak selling seasons, but 
' there was more exposure in the off- 
periods. 

"We feel the reach and impact of 
our spring-summer tv campaign has 
built a sales momentum that will 
carry through the fall when we're off 
the air, more than making up for 
any advertising we might have run 
during that period under the old 
system," states Whitney. This mo- 
jmentum will get a giant boost Thanks- 
giving through New Year's thanks to 
, spot tv outlays equal to or greater 
,ithan the spring-summer push, with 
j commercials playing up the Cott 
(mixers (ginger ale, club soda, Half 
jand Half grapefruit and lemon), in 
conjunction with the year-end im- 
bibing season. 



While Cott looks for universality in 
audience composition, the housewife 
looms as the prime target. Most of 
Cott's business involves the quart hot- 
ties, which are considered family- 
size, so the housewife's importance is 
uppermost. On the other hand, Cott 
is endeavoring to branch out more 
and more into the smaller bottle field, 
so the company welcomes the younger 
element in the tv audience. 

Children are featured in the com- 
mercials for new cherry cola and the 
fruit flavors, for somewhat different 
reasons. They order a lot of cherry 
cola drinks at soda fountains, so are 
expected to take to the bottled ver- 
sion. As for fruit flavors, the chil- 
dren's presence in the commercial is 
calculated to hoost the feeling, preva- 
lent among average housewives that 
fruit flavored beverages are healthful 
for their children. 

As for the commercial devoted to 
mixers (ginger ale, club soda, Half 
and Half grapefruit and lemon, etc.), 
it opens with adults doing the cha 
cha. Mixers of course call for a more 
sophisticated scene. 

The motif of the Cott commercials 
is action, and plenty of it — to lend an 
air of excitement and fun to the prod- 
ucts. Thirty scene changes per min- 
ute are par for the course. The open- 
ing 15 seconds in each minute spot is 
devoted to action backed by upbeat 
music, with narration held off until 
product shots are introduced subse- 
quently. Scene changes are done in 
time to the music, as are phrases and 
individual words of voice-over copy. 
Dominant in the music is the unique 
sound of chromatic drums. 

The music is scored differently for 



each of the three commercials. Rock 
and roll provides the background for 
the commercial introducing the new 
cherry cola, expected to have special 
appeal to the young folks. A modern 
popular music score accompanies the 
fruit flavor spot, while for the mixers 
the rhythm is cha cha. 

Scenes during the opening 15 sec- 
onds of all three commercials depict 
the bottom half of people in action. 
For cherry cola, the spot opens with 
kids' legs pedaling bicycles moving 
fast. They wheel into a driveway, 
jump off of their bikes, race across 
the lawn into the door of a house, and 
tramp into the rumpus room, where 
they sit on the floor around a coffee 
table. 

Then comes shots of cherry cola 
on a tray in the foreground, and the 
voice-over narration begins. There 
are various scenes of product pour- 
ing, and a soda fountain scene during 
which the announcer states that 
cherry cola, long a soda fountain 
favorite, now is in bottles. 

The fruit flavor heverage commer- 
cial opens with the feet and legs of a 
youngster running in time to the 
music, up to a Ninth Ave. type fruit 
stand. His hand reaches out and 
touches an orange. Out comes the 
storekeeper, hands on hips, survey- 
ing the child defiantly. When the 
child accidently causes an orange to 
roll down the carefully arranged 
mountain of fruit, he looks gingerly 
at the fuming merchant and takes 
off as fast as legs can carry him. Only 
then does the narration begin, with 
video devoted to pourings of the 
product and shots of large quantities 
of fruit rolling along. ^ 



tv commercials contrast with old print-promoted price deals 




j riding, and dancing accompanied by upbeat musical backgound. Narration is withheld until after the brisk opening, coming in with the product 
shots (r). Kids appear in the fruit flavor and cherry cola spots, while adults doing the cha cha serve as opener for more sophisticated mixer plugs 
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IS MANAGING A RADIO STATION 

^ "You agency guys would love my job," says Paul 
Marion of Charlotte, in detailing his experiences 

^ Compare your own life on Madison or Michigan 
Avenues with this account of local radio operations 



"i| Mil' II 'Mil . II Jlllllllllllllllll 

NO. 1 IN A 
NEW SPONSOR | 
SERIES | 

1 (see Sponsor Speaks page 74) 1 
f mm :s mi 1 nun iiiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiil 



by PAUL. MARION 

Mgr., If'BT, Charlotte 

M anaging a radio station is much 
like riding a spirited and cantanker- 
ous horse; you never quite know 
where you'll wind up but you're 
pretty sure to have an interesting and 
challenging ride. 

The other day when I arrived at the 
office, my secretary told me there were 
three people waiting to see me. One 
was a pretty, young, blonde married 
woman, otherwise unidentified, the 
second was a well known Charlotte 
artist, the third an FBI agent. 

Having, by "nature and calling," a 
tremendous respect for agencies of the 
United States government, having a 
pretty, young blonde married to me, 
and knowing the artist well enough to 
have him wait a few minutes, I told 



my secretary to batten down the 
hatches and bring the FBI agent first. 
The agent, whom 1 had never met, 
was so exceptionally gentle, cordial 
and, at first, so uninformative, that I 
was soon frantically searching my 
conscience for my unpunished crime. 
Mercifully, I eventually gathered that 
he wanted us to broadcast a descrip- 
tion of Public Enemy Number 3 who 
was suspected of being in our cover- 
age area. The artist had a magnificent 
scheme for painting twelve original 
oils of local historical subjects for us 
to use on a calendar. The price was 
completely out of our reach but he 
talked so interestingly of local history 
that it was many minutes before I re- 
membered I had a third visitor. 

Mrs. Young Blonde finally came in 
and she had Mrs. Young Brunette 



with her. They — just the two of them 
- — were, apparently, launching the first 
local campaign for funds to combat 
cystic fibrosis. I knew cystic fibrosis 
was a disease — not a flower — but that 
was about all I knew. As my pretty 
visitor talked so professionally of the 
little known disease, how it attacks 
mainly children, how it has been con- 
sidered almost inevitably fatal, how 
many children have died from it part- 
ially because of improper diagnosis, 
and of the dire need of more research, 
I asked her whether she was a nurse. 
No, just an interested parent. Were 
there many children with the disease 
in Charlotte? "Not very many so 
diagnosed," she said. And then she 
added, quietly and completely without 
any appeal for sympathy, "I have 
only two children with cystic fibrosis 



"An endless variety of assignments and chores/' says Marion 




PUBLIC SPEAKING. "I get more invitations CHECKING SCRIPTS. The station manager MEETING VIPS (all of them who come to 
to address local groups than I can possibly is the last word on controversial program Charlotte). Here Marion converses through 
fill." Here at a Community Pride luncheon points. Marion spends hours in the tape room an interpreter with a German broadcaster 




32 



SPONSOR • 16 OCTOBER 1961 



MORE FUN THAN AGENCY WORK? 




"CONTACTS? MORE CONTACTS THAN I KNOW WHAT TO DO WITH!" says Marion. "People visit me and call me at all hours of 
the day or night to register complaints or sometimes to praise the station. I've been called at I A.M. to hear a complaint about the lyrics of 
a song. Once I almost had to leave town to shake a caller who insisted that we were broadcasting 'waves' that gave her unbearable pains!" 



but she," nodding toward her com- 
panion, "has four." I was shamed and 
touched by such unassuming bravery 
but the experience was not unique in 
my business life. 

To be sure, receiving three such 
' callers back to back is unusual, even 
for a radio station manager, but for 
variety of contacts within a commu- 
nity, few jobs can rival mine. 

Many years ago I enjoyed a hu- 
morous little book entitled How To 
Run A Bassoon Factory. A great 
many people don't know what a bas- 
soon is and care less. I can imagine 
telling a group of strangers that I 
manufacture bassoons or bibcocks or 
bevel gears, and having a vast silence 
fall upon the assemblage. This 
NEVER happens when I say I man- 



age a radio station. People react to 
radio. They praise radio or they 
criticize it; they listen regularly or 
they "never listen anymore;" they 
think radio is getting better, or they 
think it is beyond help. But they are 
almost never speechless when the sub- 
ject comes up. Of course, radio is 
not the only vocation the mere men- 
tion of which stirs up spirited discus- 
sion. But surely one of the great 
satisfactions of managing a radio sta- 
tion is that no matter where you are 
or who you meet, you immediately 
have certain common ground with 
even complete strangers. 

In contrast with the thousands of 
people who work day after day in a 
proscribed routine and never have 
any contact with the people who con- 



sume the products the) - produce or 
help produce, the radio station man- 
ager sometimes gets more of those 
contacts than he really feels he can 
use. People visit me and call me at all 
hours of the day and night to register 
complaints or sometimes to praise the 
station. I have been called at 1 a.m. 
to hear a complaint about the lyrics 
of a song or an announcers gram- 
matical error. Several years ago I 
almost had to leave town to shake a 
caller who insisted that we were 
broadcasting "waves" that gave her 
unbearable pain every time she lis- 
tened. She didn't explain why she 
continued to tune in. One house- 
holder nearly ran me crazy because 
her telephone number was just one 
digit off from that of WBT and phone 
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PHONEY TELEGRAM? Marion nearly threw 
this wire from President Eisenhower into the 
wastebaslet, thinling it was a gag by the 
station staff. (See text for the full story) 




WOMAN OF THE YEAR. Presentations of 
awards are another perpetual chore for a busy 
station manager. Here's Marion giving Woman 
of the Year honors to Dr. Elizabeth Corltey 



calls for one of our programs were 
running HER crazy. But the crank 
calls are more than offset by the calls 
and visits from listeners who have 
pood things to say or. better still, 
ideas of how the station can better 
serve the community. 

\^1ioever undertakes to do a job in 
Charlotte — chic, cultural, education- 
al or charitable — seems to appear 
sooner or later, generally sooner, in 
my office. The results of some of 
these visits are routine; others are far- 
rearhing. 

One fall day. six \ears ago, a young 
lady who worked as a secretary for a 
loral oil company asked me for an 
appointment. She wanted publicity 
for a performance of Handel's "Mes- 
siah" by a Music Club chorus in a 
loral rhureh. She explained that a 



freewill oflering taken at this per- 
formance was the principal way in 
which the rlul) raised money for 
music scholarships. 

At the time of her call, Charlotte 
was patting itself on the back on the 
completion of a beautiful new civic 
auditorium, seating 2.500 people. As 
we talked that day. we both thought 
of how wonderful it would be if 
"Messiah" could be given each Christ- 
mas season and, perhaps someday, fill 
the auditorium. Two days later, our 
company took over the sponsorship 
of "Messiah" and underwrote the 
rental fee for the new auditorium. 

On December 4 last year, the date 
of the annual performance, I arrived 
at the auditorium a half hour ahead 
of time. When I finally found a park- 
ing space and started tow ard the audi- 
torium. I met streams of people 
coming away. My first thought was 
that the performance had been can- 
celed; I found instead that every seat 
in the auditorium was full a half- 
hour before the performance, as many 
were standing as the firemen would 
allow and hundreds were being turned 
away. Here was the satisfaction of 
seeing a good idea grow great. Our 
company has helped the music club 
to realize an ambition and made pos- 
sible the collection of almost $6,000 
in scholarship funds. But the end was 
not yet. Now a second musical event 
has been added through our partner- 
ship with the music club — a spring 
performance of Haydn's "The Crea- 
tion," which promises to be as popu- 
lar with the community and as profit- 
able to the music scholarship fund as 
"Messiah." 

If a radio station is a magnet that 
draws local visitors with interesting 
personalities and ideas, its attraction 
seems to be even stronger for the out- 
of-town great and near-great. We 
have entertained at the station such 
widely diverse figures as Jack Demp- 
sey and Ira Pettina, Betsy Palmer and 
Ivy Baker Priest. Ann Jeffreys and 
Gene Autry, Phil Rizzuto and Joan 
Bennett. Leon Uris and Adlai Steven- 
son. We have originated broadcasts 
for Lowell Thomas, Walter Cronkite. 
Ed Murrow, Franklin D. Roosevelt, 
General Bela Kiraly, hero of the 
Hungarian underground, and Dwight 
D. Eisenhower. While contacts with 
each of these were stimulating, one of 



rm favorite memories stems from an 
experience with the last-named gen- 
tleman. 

In 1957 we celebrated the 35th an- 
niversary of WBT. As radio stations 
will, we let the word get around to 
network stars and leading citizens 
that, if they insisted on congratulat- 
ing us on our anniversary, we would 
not be adverse to broadcasting their 
good wishes. The customary congrat- 
ulations rolled in and we collected a 
goodly representation. On the day be- 
fore the celebration began, a message 
came in that made all the others pale 
by comparison. 

As I walked into my office that 
morning I saw a yellow envelope un- 
opened on top of my mail stack. As 
I opened it I saw it was from the 
White House. It was a message of 
congratulations signed Dwight D. 
Eisenhower. 

Now our radio staff is a fairly in- 
formal brotherhood and the clever 
con is far from unknown among us. 
1 had perpetrated one or two myself. 
I still remembered the gleam in the 
eye of our publicity man who received 
a highly exciting hut inaccurate tele- 
type from Za Za Gabor about visiting 
the station the next morning. Mem- 
ory brought hack also the plight of 
our merchandising girl who constant- 
ly misspelled Procter and Gamble — 
until she received one morning a tele- 
type from the president of P&G can- 
celling all advertising on our station 
until she learned to spell. 

What then, I thought when I saw 
the yellow envelope, could be more 
natural than that my ever-loving staff 
had cooked up a telegram from the 
president and were even then wait- 
ing to enjoy my gullibility. On the 
other hand, if it was genuine, what 
a topper it would be for our anni- 
versary celebrations! I stood smack 
in the middle of a dilemma. 

There was nobody I could consult. 
Any member of my staff might have 
sent the telegram. There was only 
one solution — to call the White House. 
Our operator nearly swallowed the 
switchboard when I put in the call but 
in a remarkably short time I had the 
White House on the phone and soon 
I was talking to Press Secretary Hag- 
erty. I identified myself and asked 
whether the president had sent us a 
(Please turn to page 50) 
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Humor and skill come to the front in recent crop of commercials 




)V/T PRODUCERS pick 'savvy-made' commercials. Top row (I to r) Nestea (MPO) Mc-E, Jim Manilla, producer; Scott Tissue (EUE) Robert La- 
^hance, producer. Below (I to r] 6-12 Mosquito (CBS Animations) Mathes, Frank Huber producer; Piels (EUE) Y&R, Bill Muysltins, producer 



SAVVY VIDEO COMMERCIALS 



Top film commercial producers scan their recent 
Jissignments and pick a number of savvy agency gems 

* Viewers' interest in new crop of film commercials 
1 being wetted with considerable humor and freshness 



Advertising agencies, undeniably, 
re moving toward a level of com- 
lercial film making that borders on 
'ie original and frequently brilliant, 
'here is also ample proof that the 
ecent batch of commercials on the 
ideo lanes were infused with con- 
iderable suavity, subtle humor, so- 
histication and soft sell. 

Film commercial makers — the men 
/ho know agencies best- 



-were re- 



cently asked by a sponsor editor to 
express themselves about savvy agen- 
cy television commercial experts. 
Who, in their educated opinion, were 
doing outstandingly in the creation of 
commercials? Who were some of 
the agencies with sparkling creativ- 
ity, the agencies with mastery of the 
difficult art of the television commer- 
cial? 

A number of New York film com- 



mercial producers, unhesitatingly, 
singled out J. Walter Thompson as 
one of the foremost agencies respon- 
sible for the advancement of the 
commercial. 

Also avoiding the trite and imita- 
tive, in the opinion of film produc- 
ers, were such agencies as BBDO, 
Maxon, J. M. Mathes, Ogilvy, Benson 
&" Mather, McCann-Erickson, D'Arcy, 
Kenyon & Eckhardt, Benton & Bowles, 
Norman Craig & Kummel, Doyle 
Dane Bernbach. Campbell - Ewald, 
Young & Rubicam, Reach McClinton, 
Papert, Koenig, Lois, Grey. SSC&B 
and several Canadian agencies. 

But, above all, the trend was to- 
ward selling products with fun and 
a dash of frolic. Said Lincoln Dia- 
mant, vice-president. Daniel & 



PONSOR • 16 OCTOBER 1961 



35 



Here are agencies regarded as shining in commercial making 



Major New York film producers take a look at the 
product hi their shops and come up with this list of 
American and Canadian advertising agencies which 



have the latest savvy and know-how in getting th 
commercial rolling from the story hoards to ultimat 
projection on the television screens of Amerie; 



Bauer A. Tripp 
ItltIM) 



Kenton «V Bowles 



Cuuiphell-Ewuld 
I)*Arcy 

Doyle Dane Bernbacli 



Kcnyoii & Eckhardt 
MncLarcn Advertising Ltd 
McCa ii ii -Ericksoii 
Mann-Ellis 
J. M. Mathes 



Maxon 



Norman, Craig & Kiimniel 



Ogilvy, Benson & Mather 
Papert, Koenig, Lois 
Reach McClintou 
Spitzer, Mills & Bates 
J. Walter Thompson 
Young & llubicam 



Charles: "Madison A\enue has dis- 
covered that wit can actually strength- 
en commercial memorability and 
boost product sales. Products and 
services traditionally considered in- 
appropriate for a witty tv selling ap- 
proach are yielding to the injection 
of a little good humor into their tv 
spots." 

Diamont noted that gifted agency 
people have joined equally talented 
film producers to reveal how humor- 
ous commercials are turning a for- 
merly provoked television audience 
into a relaxed army of commercial 
aficionados. 

More and more ad agencies are 
veering toward the smart, the new 
and the different in film commercials, 
according to Samuel Magdoff, secre- 
tary-treasurer of Klektra Film Pro- 
ductions, a small organization but 
widely recognized for its arresting 
and prize-winning results. Like other 
industry figures, Magdoff sees a trend 
on the part of the agencies toward 
brighter, more humorous commer- 
cials, especially when they lend them- 
selves to the medium. Agencies, in 
Magdoff's opinion, are currently look- 
ing for what he termed "the clean 
and well-designed commercial." 

"This isn't art for art's sake." lie 
said. 'It is just designing better com- 
mercial's to sell more products. And 
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I'm pleased to see that agencies are 
leaning toward the humorous, toward 
the lighter approach in their copy." 

Magdoff, along with his associ- 
ates, implores agencies not to come 
to film commercial producers with 
"every scene pinned down." "We 
could do a great deal more for them 
if their story boards weren't tightly 
locked up when they arrive at our 
door." And he continued, "We hope 
most agencies will learn to see us 
earlier. Discussions, beforehand, 
will prove rewarding for all con- 
cerned and the end result — the com- 
mercial — will be infinitely hetter." 

Among the "prideful" commercials 
of recent origin made by Elektra and 
singled out by Magdoff for inclu- 
sion in the sponsor list are these: 
Brillo, 60-second, live action-anima- 
tion, black and white (J. Walter 
Thompson) with a new graphic tech- 
nique and novel use of titles ; Puss'n 
Roots, 20-second, animation, black 
and white (Spitzer, Mills & Bates) 
filled with gay and gentle humor; 
Esso Imperial, 60-sccond, animation, 
black and white (MacLaren Advertis- 
ing Ltd.) which Magdoff describes 
as "graphic onomatopoeia"; General 
Electric Blender, 60-second, live ac- 
tion, black and white (Maxon) 
which contains "some of the most 
beautiful food shots! — shot to a 



rhythm and beat"; Chesterfield, 6\ 
second, graphics and live action blac 
and white (J. Walter Thompson 
"extraordinarily smart graphics 
cigarettes and packages with effecti 
closeups" and Chevron Gas, 60-se 
ond, black and white (BBD&O) wi 
"exquisite understatement of tl 
sponsor's product." 

CBS Animations, a comparative 
new department of CBS Films In' 
with Tom Judge as general sal 
manager, has been doing a boomii 
business in various types of commi 
cials but the emphasis he notes a 
pears to be on copy with fresh hum 
and a remarkable air of modernit 
It is Judge's boast that his orgar 
zation "can do better work faste 
than rival organizations in the cit 
He said the need for originality, st) 
and quality in the creation of coi 
mercials was one of the main reaso 
for the establishment of CBS Ai 
mations. 

"What our customers want to bu 
I feel, is a superior creative cont 
bution and the management of pi 
duction," Judge said. "It isn't fil 
or tape, or live action, or animatio 
or art, or design, or scenery, or sta 
ing that our customer buys. It 
rather in the case of television coi 
mercials, the most effective way 
communicating an idea or a conce 
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) his potential customer through the 
ledium of television. Our business 
j to contribute to and manage the 
||j ifective and motivating translation 
f the idea, emotion and/or concept 
nto a medium, permitting it to be 
lijored and subsequently fed at will 
i: ito the television system. We can 
■jnction in this direction effectively 
nly if we concern ourselves with the 
eeds and the desires of our cus- 
>mers and only if we concern our- 
;lves with what he is buying rather 
lan what we are selling.'' 

Among the notable commercials of 
ecent vintage made under the aegis 
f CBS Animations in Judge's opin- 
are the following: 6-12 Mosquito. 
0-second. animation (J. M. Mathes) 
we like this one because it gives a 
losquito a personality": Olympia 
ypewriter, 60-second, live and ani- 
lation (Mann-Ellis) "the superb 
lose-up photography showing the 
nusual capabilities of this ma- 
hine'': Good Luck Margarine. 10- 
scond. stop motion (Ogilvv. Benson 
Mather), "this combines stop mo- 
ion with a third dimensional aspect 
otfyiat gives an unusual effect'*: Good 
nd Plenty Candy, 60-second. anima- 
|on (Bauer & Tripp), the light and 
^jpringy line technique makes this one 
jtand out. in Judge's evaluation. It's 
|one in a sing-along fashion to that 
oungsters can learn to sing the words 
f the commercial: Friend's Beans. 
0-second, animation (J. B. Mathes) 
.an excellent example of the use of 
' tie 10-second spot to best advan- 
ce" and Fifth Avenue Candy.. 30- 
pond. animation (J. M. Mathes), 
irovides an entertaining situation 
lat is also eye-catching." 
\ Agencies are indeed reaching new 
ighs in creativity of commercials. 
;ccording to Bill Susman, vice presi- 
Jent of MPO Videotronics Inc. He 
(aid it was clearly evident that filmed 
•" commercials were constantlv im- 
roving in production values. More- 
ver, viewer sophistication was in- 
reasing. he noted. Quality, in Sus- 
lian's opinion, did not necessarily 
lean elaborateness, although an elab- 
rate commercial "may be of high 
uality." 

"And not simplicity, either, for 
aere are plenty of simple commer- 
ials that look as if they have been 
lade by and for simpletons," Sus- 
(Please turn to page 51) 
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'DIGGIN' LIKE SOURDOUGHS' 



■ ou 'uns 're probably too young 
to remember, but they wuz a kinda 
e.xcitin' gold rush back in the old 
Dakota Territory days. Didn't find 
too much gold but had a lot of fun 
diggin'. 

Now, these Dakotans are still great 
diggers and if you happened to sashay 
'round Manchester (it's in what most 
folks now call South Dakota) a coupla 
weeks ago you'da seen a passle of 
Dakotans shovelin' as if they wuz 
sourdoughs struck it rich. 'Course, 
there's no gold there, not even pyrite, 
but it seems that some radio and 
teevee fellers buried about thirtee-five 
thousan' dollars in prizes. 

Cordin' to some folks these radio 
and teevee fellers work for somebody 
called KELO-LAXD (it's a name ya 
hear a lot about 'round these parts). 
It's one of these new-fangled broad- 
castin' companies {Editors note: the 
old prospector is talking about KELO- 
AM-TV, Sioux Falls; KDLO-TV, 
Florence, and KPLO-TV Reliance, all 
South Dakota I and there's a fella 
names a' Joe Floyd seems to have a 
lot to do with it. Ya kin tell he's im- 
portant cuz he's usually got a ceegar 
and he wears big plack specs. 

I guess I shoulda ex-plained that 



right now we're celebratin' the ceu- 
ten-neeal I that means a hunnert 
years) of the startin' of the old Da- 
kota Territory and they got a come- 
mishun and all like that. 

Well, these radio and teevee fel- 
lers put on what they call a big pro- 
moshun during the summer 'n' long 
about the end of August — it was the 
last weekend — there wuz big doin's 
'round Manchester. 

You wouldn' believe it but this week- 
end doin's — they called it gold rush — 
got more folks to come than a barn 
raisin'. Durin' two days they wuz a 
hunnert seventy five thousan' folks 
there. On Sunday alone they wuz a 
hunnert n' eight thousan'. 

The diggin' I was tellin' ya about 
they's the folks that won gold shovels 
in a contest. They wuz a thousan' four 
hunnert thirtee nine of 'em. An' on 
Sunday they lined up jes' like soljers 
on leetle plots and went at it with a 
hoot and a holler. 

They wuz other doin's, too. I jes' 
nearly fell over with dee-light when 
Larry Welk began squeezin' that ay- 
cordeen. An' then two cowpokes from 
that Rawhide teevee show an' that 
Huck Houn' and Yogi Bear the leetle 
'uns like, it w as really sump'n. ^ 



'GOLD RUSH' promotion of KELO-LAND stations attracted 175,000 persons during weekend 
climaxing Dakota Territory Centennial observance. Below some of the 1,439 who dug for prizes 




SPONSOR ASKS: 

HOW CAN AGENCIES AVOID'OVER- 

SPENDING FOR FILM COMMERCIALS? 

(PART 3) 



Those replying to this week's 
question are: 

• Marvin Rothenberg, MPO Vid- 
eotronics. Inc.. New York 

• Louis Cavrel I, President. Char- 
ter Oak Tele Pictures, Inc.. New York 

• Tom Dunphy, W C D, Inc., New 
York 



Marvin Rothenberg, rice president 

and producer-director, MPO 1'ideotronics, 
Inc.. Xeic York 

Strangely, one of the techniques 
used by most agencies in the attempt 
to keep from overspending on com- 
mercial production, frequently results 
in higher costs, and may result in a 



Producer can 
help agency- 
keep costs 
down ivhen 
brought in at 
early stages 



commercial which does not realize 
its full selling potential. This is the 
practice of competitive bidding based 
on completed storyboards. 

In theory, at least, a commercial 
which is pinned do^n in storyboard 
form to the la?t optical effect, exact 
to a degree that enables each of the 
production companies to bid on the 
same thing, helps the agency receive 
accurate bids. These bids are com- 
parable, and from them the agency 
can select the lowest price. But this 
theory — and practice — brings in the 
producer too late for him to perform 
a most important aspect of his serv- 
ice to the agency and client. Most 




quality production houses have vast 
experience in commercial production. 
The producer — and frequently, the di- 
rector who will be in charge of the 
actual filming — can offer important 
cost-saving advice if he is called in 
at the outset of the commercial devel- 
opment. And it will be much easier 
for the agency to avail themselves of 
this advice, if it comes to them before 
the commercial has been approved by 
the agency's client and has thereto- 
fore become frozen. 

Follow the process for producing 
tv spots for a moment, and see how 
early consultation with the producer 
can save money. The agency's crea- 
tive staff comes up with a great con- 
cept for a commercial. This same 
concept can be projected in a variety 
of ways, and at highly varying costs. 
We're not talking about distorting the 
creative concept or reduction of qual- 
ity now — the worst way to reduce 
costs is to reduce quality. The shod- 
dily-produced commercial is the worst 
kind of overspending — regardless of 
cost, poor quality cannot produce the 
kind of results the client expects from 
the monev he spends on time charges. 
Whatever has been spent, no matter 
how little, is overspent. 

Assuming good quality, then, most 
ideas can lend themselves to varying 
treatments, and variations in produc- 
tion technique within each of those 
treatments — all at different cost lev- 
els. Top notch agency producers 
know this, and when working closely 
with the other agency creative peo- 
ple, will guide the development of the 
commercial with an eye on cost. But 
one member of the tv commercial 
creative team is still missing — the pro- 
duction company. He can make sig- 



nificant contributions to the develop- 
ment and projection of the idea — he 
is a professional film maker — and can 
instantly tell whether or not a par- 
ticular effect or technique is over- 
costly in relation to its impact on the 
audience. 

Such close participation will also 
enable the production company to 
better schedule the commercial from 
concept to completion. The film busi- 
ness is highly unionized: overtime for 
the rush to get the spot on the air is 
extremely costly. Thus, better sched- 
uling all through the creation and ap- 
provals of the commercial — with the 
air date constantly in mind — can get 
the commercials in front of the 
cameras sooner, with less overtime, 
and lower costs. 

Bidding has its place. But remem- 
ber that it is not always the least ex- 
pensive procedure for commercial 
production. Better commercials, at 
lower costs, can more frequently be 
produced by early selection of the 
producer, and his creative participa- 
tion risht from the start. 



Louis Cavrell, president, Charter Oak 
Tele Pictures Inc., .Yetr York 

An advertising agency can avoid 
over-spending for tv-spots by avoid- 
ing certain conditions that will un- 
doubtedly lead to higher costs than 
necessary. 

A tv-agency should entrust the 
critical decisions to a person or per- 
sons who are qualified by experience 
to make economically wise commit- 
ments. 

I say economically wise, because all 
economies are not necessarily vise. 
For instance the selection of a film 
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CMca^os dressed to the 9 



On outdoor boards, in newspapers— even in the 




on television, Chicago has been decked out with thousands of smiling 9s during 
ie past eight weeks. This was the biggest teaser campaign ever to hit a metropolitan area— a 



blc 
mi 



ockbusting, news-making campaign to introduce WGN-Television's exciting new fall program- 
ing to viewers on Channel 9. This was a campaign promoting greater audiences for 



.nd 



Best movies nt 10:15 P.M. -pre- 
ntmg the 111 post-1950 film fea- 
os from the celebrated Seven Arts 
MGM packages. 

■re newscasts . . . Snappy, exclu- 
"Newsbreak," nine times daily— 
0 and 1 1 a.m. and at 1,2. 3, 7, 8, 
d 9 p.m., supplemented by com- 
te and comprehensive news cover- 
at 7:45 and 1 1-45 a.m. -5:45 
, plus "10th Hour News" at 10 
and the "Midnight Roundup." 

>rc thin 1.000 9s vu skywriting 



More outstanding features . . . 

more music, more drama, more spe- 
cial events and service programming 
— "Great Music from Chicago," "The 
Play of the Week," "Bozo's Circus," 
"Ripcord," "King of Diamonds," 
"Dick Tracy," "Your Right to Say It." 
Exclusive year-around sports 
. . . introducing this season the Satur- 
day Sports Spectacular featuring 
a way-from-home hockey games of 
last season's hockey champions, the 



Chicago Blackhawks, and Chicago's 
new professional basketball team, the 
Chicago Packers . . . every Saturday 
night starting October 14. 
For availabilities, contact: WGN 
TV, 2501 Bradley Place, Chicago 18 
Illinois. Phone: LAkeview 8-231 1 
WGN TV. 220 E. 42nd Street, New 
York, N. Y. Phone" MUrrayhill 2-7545. 
Represented by Edward Petry & Co. 




friend 



because you "found" the 
MOST UNUSUAL Christ- 
mas gift-giving idea for cus- 
tomers, employees and 
friends EVER SEEN! 

★ ★★★ 

Yes, you were "really in 
action." Your customers even 
called to say "THANK 
YOU" for your unique and 
wonderful remembrance and 
thereby opened the door to 
ADDITIONAL SALES! 
Your employees and friends 
too, showed their apprecia- 
tion in the many small ways 
ONLY YOU would under- 

★★★★ 

If you buy gifts (between 
$7 JO and 1 100.00 each) 
you'll surely want to see this 
unusually practical, sensa- 
tionally simple and refresh- 
ingly different way of saying 
THANK YOU" to the peo- 
ple who are IMPORTANT 
TO YOU AND YOUR 
COMPANY. 

wmt m urn mom m.. 



T 
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Automated Gift PUn. Inc. 
80 PtrV Avenue. New York 16. N. Y 
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company solely because their bid is 
lower than someone else's is not neces- 
sarily wise, unless this company also 
is able to deliver the experience and 
control that is required in such mat- 
ters. 

Storyboard should be complete and 
reflect all the production problems of 
the film, so that the film producer can 
realistically bid on the job and pro- 
vide the agencv with such vital infor- 
mations concerning schedules for 
casting, studio rentals, studio-crew, 
animation-requirements, etc.. — and 
finally provide the agency with a rea- 
sonable date for delivery for final ac- 
ceptable answer print. 

Some agencies have been known to 
purchase large amounts of expensive 
airtime without assurance that they 
will have the films available, this 
usually results in extraordinary pres- 
sure to meet these airdates. which gen- 



Responsibility 
for all phases 
of production 
should be 
determined 
from beginning 



erally also results in unnecessary ad- 
ditional costs for overtime charges 
and sometimes also for avoidable 
mistakes. 

The responsibility in all phases of 
the film production should be thor- 
oughly understood as to whom this re- 
sponsibility belongs. 

If the producer does not under- 
stand that he is responsible for props, 
it is likely that on the day of shooting 
expensive delays, in which the crew, 
studio, and agency-people sit around 
waiting for a "chair," will be un- 
avoidable. 

Advanced planning in form of com- 
prehensive discussions between film 
company and agency can resolve such 
problems as special permits in ap- 
proval of locations, approval of stock- 
shots, etc. 

Without this carefully planned and 
worked out schedule a considerable 
increase in costs is almost a cer- 
taintv. 





Tom Dunphy, exec, lice president, 
W CD, Inc., \ew York 

Overspending a tv commercial 
budget is usually the result of two 
related factors. In the first instance, 
the commercial film producer fails 
to spell out what he really intends to 
deliver when he submits his specific 



By the agency 
spelling out to 
the producer 
what he is 
expected to 
deliver 



dollar bid. Then, when well into 
production, the agencv producer 
finds the bid doesn't cover all the 
elements to complete the commercial 
as he envisioned it ... a standup 
award-winner. He accordingly makes 
one or two little changes, which he 
feels his continguency should cover 
but invariably doesn't. 

Is either offender dishonest or 
overzealous? No! The remedy is 
simply although a little time-consum- 
ing. 

Most commercial film producers 
would welcome a preproduction meet- 
ing before being awarded a contract 
to discuss the production as that 
producer would handle it. at which 
time he can also predict fairly ac- 
curately how much his method would 
cost. There is one requirement: that 
such production meetings be not just 
"brain-picking" sesions, or awk- 
ward gatherings at which his com- 
petition is in attendance. In other 
words, the final one or two producers 
in a bidding competition would be 
given a private opportunity to ex- 
plain their bids . . . thereby pinning 
the price down- — and, of course, im- 
pressing the agency with exactly how 
much creativity they will be getting 
for their money. Then, if, during the 
course of production, the agency pro- 
ducer decides to make changes, he 
will know the responsibility for up- 
ping the budget is his, and I suggest 
he find out then and there how much 
money is involved. The chances are 
be will stav within his budget." ^ 
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Dan Ingram Charlie Greer Bruce Morrow Scott Muni Sam Holman Herb Oscar Anderson Fred Hall 

3-6:15 PM 1-3 PM 10 PM-12 Mid. 7:15-10 PM 11AM-1PM 6-10 AM 10 AM 6 PM Sun. 



Time flies. So does WABC. And so do the delighted listeners to the 

Swingin' Seven from 77. Fly with us to our Fortieth Birthday 

Party. Special features. Special events. Extra Special prizes and 

surprises. All day. All month. And, of course, First Person News, 

Your Kind of Music. All the time on the new sound of new york. 

RADIO CHANNEL 

on your sound dial 
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has TWICE 



as many 
adult listeners 

THAN any other station in 
the nation's 28th radio market. 

Source: 32-couniy area PULSE: 



WPTF 


55.1% 


Station B 


24.1 


Station C 


5.2 


Station D 


9.2 


Station E 


6.4 


^NATION'S \ 




28th RADIO j 




MARKET JjC 





50,000 WATTS 680 KC 

N8C A'l.l.'oie fo' Po/pi'ghDurhom 
ond Foj'cm Noflh Carolina 
R. H. Moson, Generol Monoger 
Gui Youngsteodt, Soles Monoger 

PCTtRS, GRIFFIN, WOODWARD, INC. 

National ffcp«ejenrof/m 

WPTF 32-County Area Pulse Aud. Comp., May. 1900 



National and regional buys 
in work now or recently completed 



SPOT BUYS 



RADIO BUYS 

U. S. Tobacco, New York, has a schedule involving 40 to 50 mar- 
kets for its Model pipe tobacco. This promotion will have three 
flights: 30 October for three weeks; 6 December through 12 Decem- 
ber, and 18 December through 22 December. The time segments will 
be minutes and I.D.'s. There will be two stations used per market. 
Agency: Donahue & Coe, New York. Buyer: Phil Brooks. 

Morton Manufacturing Corp., Lynchburg, Va., will open its an- 
nual promotion for Chap Stick and Chap Stick hand cream. The 
campaign will enter the top 50 markets and will begin the end of 
October. Time segments will be minutes at a frequency of 10 to 30 
spots per week. Agency: Gumbiner. Buyer: Anita Wasserman. 

TV BUYS 

Colgate-Palmolive Co., New York, has two flights planned for its 
Congestaid. The first flight will begin 12 November and will con- 
tinue for five weeks. This will be followed by a second five-week 
flight starting 7 January. The total number of markets involved in 
this promotion will be about 40, in major areas. Time segments: night 
fringe minutes. Agency: L&N, New York. Buyer: Jim Alexander. 

Schick Inc., New York, will soon open a spot campaign for its 
Schick electric shaver. The entire schedule calls for nine weeks, but 
this will be divided into three flights. The first flight is to start 22 
October and run for four weeks with late night and early fringe 
minutes; the second flight will begin 12 November and go on for six 
weeks with four prime breaks per week. The third flight is an intensi- 
fication of the two previous flights, building onto both the minutes 
and breaks and to continue through the Christmas holiday. Some 
50 to 60 markets are planned for this promotion. Agency: Norman, 
C&K, New York. Buyer: Jack Mais. 

Dow Chemical Co., Midland, Mich., will go into some 30 to 40 
markets in a promotion for its Ben-Mont gift products. This cam- 
paign will also have two flights: the first starting 27 November and 
the second starting 11 December, both for one week. Time segments: 
day and night minutes. The schedule calls for 20 to 30 markets. 
Agency: MacManus, J&A. Buyer: Jerry Latsky. 

S. C. Johnson & Son, Inc., Racine, Wis., will begin a campaign 
6 November for its Glade. This promotion will have a six week flight 
in about 30 markets. Time segments: early and late fringe minutes. 
Agency: B&B, New York. Buyer: Stan Kreisler. 

Procter & Gamble, Cincinnati, will promote two products: Liquid 
Prell starting 15 October through the P&G year using night minutes 
in about 30 markets. Agency: B&B New York. Buyer: Barry Alley. 
The second promotion is for Downey in more than 20 markets with 
day and night minutes. The Downey schedule starts 13 November 
through the P&G year. Agency: Grey, New York. Buyer: Irene Levy. 
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who "approves" approved outdoor advertising 



Everybody! 

Because in Approved Outdoor Advertising 
there is continued adherence to the highest 
standards of good taste and to the require- 
ments of marketers who insist their message 
be close to where the sale is made. 

That's why Approved Outdoor locations are 
primarily in commercially-zoned areas — 
where marketerscan effectively use this low- 
cost medium to drive down today's rising 
distribution costs. 

This is the only kind of Outdoor recommended 
and sold nationally or regionally by OAI, the 
national sales organization — the kind lo- 
cated so close to the cash register that it can 
be the last product-purchase message before 
the prospect enters the store, tavern or 
dealership. 

Approved Outdoor Advertising plant opera- 
tors (represented by OAI) learned long ago 
that marketers and agencies seek locations 
in or close to the central marketplace and 
the surrounding shopping areas— not on 
those parts of the great highways where 
little or no business is done. 

Note: Roadside signs of non-standard size or 
construction— and signs identifying places 



of business— are not a part of the Approved 
Outdoor Advertising medium. OAI sells only 
standardized 24-sheet and 30-sheet posters 
—painted bulletins with or without dramatic 
embellishments— and spectaculars specially 
constructed to meet special needs. 

If you are alarmed at rising media costs and 
skyrocketing distribution percentages, we 
suggest you critically study the recent in- 
dustry-wide research program delineating 
markets including reach and frequency of 
households wi th the lowes t exposure-p er- 
dollar ratejn all advertising. 

We suggest you take a good look at some 
case histories that will show an excellent 
share of market increase where Approved 
Outdoor was the only variable. An Approved 
Outdoor representative can be at your desk 
as early as tomorrowmorning. Give us a ring. 
He'll have the facts why agenciesrecommend 
this vital medium to marketers who have to 
sell every day, all day. 

APPROVED OUTDOOR is the smart money 
answer to today's tough marketing situa- 
tions and is represented nationally only by 

Outdoor Advertising Incorporated 

360 Lexington Avenue, New York 17, New York. MU 2-2800 



Offices in: Atlanta, Chicago, Dallas, Detroit, Los Angeles, Philadelphia, St. Louis, San Francisco, Seattle 
SPONSOR • 16 OCTOBER 1961 



Capsule case histories of successn 
local and regional radio campain 



RADIO RESULTS 



HOME IMPROVEMENTS 

SPONSOR: Nruck & Irwin Co. AGENCY: Direcl 

Capsule case history: To sum up in the word of the gen- 
eral manager of the Struck & Irwin Co., Madison, Wise, 
"W e are sold out.'' This, in a few words, tells the successful 
sales story of their blacktop paving advertising campaign 
on WKOW Radio. Madison. The company bought the five- 
minute 7:45 a.m. Jack Davis Weather Show, for three days 
a week. Monday. Wednesday, and Friday, starting 3 April 
and ending 29 September. The campaign offers Struck & 
Irwin's blacktop paving of driveways service. Now, even 
though the campaign was recently completed, the company 
is unable to accept more contracts because of the amount 
of business their radio advertising has brought them. Struck 
& Irwin's general manager also had this to say about adver- 
tising on WKOW: "With only a nominal expenditure on 
this station, our blacktop division volume will be in excess 
of S200.000. An excellent return for the dollar spent." The 
approximate cost of the campaign on the show was $1,000. 

WKOW, Madison, Wisconsin Program 



CLOTHING 

SPONSOR: Robert Hall Clothes AGENCY :Arkvright Adverlisi 
Capsule case history: Robert Hall Clothes recently n 
ceived the largest and most successful response it has ev 
had for a radio write-in promotion. Robert Hall bought 
schedule on WCBS using the Jack Sterling Show (6:0 
10:00 a.m.) to promote a special contest. Sterling award 
a Robert Hall wardrobe to a listener and his entire fami 
whose postcard was selected from those sent in. Within fi 
days, and after only a handful of 30-second announcemen 
had been broadcast, 23,278 cards were received. Robi 
Hall Clothes, which has concentrated a large part of i| 
advertising budget on radio over the years, was impress* 
by Sterling's results. Jerry Bess, exec. v.p. at ArkwrigH 
Adv., said: "We are most enthusiastic about the show, an 
we look forward to a continued campaign for the accoui 
using both straight commercials and contest promotion 
Sterling, with his tremendous personal magnetism, has t' 1 
ability to not only reach people, but sell products as well 

WCBS, New York Announcemen 



MUSIC STORES 

SPONSOR: Music Box AGENCY : Direct 

Capsule case history: The Music Box, with its two loca- 
tions, one in Langley Park, Maryland, and one in Washing- 
ton, I). C. has advertised exclusively on WMAL, Wash- 
ington's, Felix Grant Shoiv for the past seven years. This 
show, which features good jazz, is on the air from 8 p.m. to 
midnight, Monday through Friday. The Music Box has 
scheduled 12 one-minute announcements per week. Two 
\ ears ago the Music Box started featuring an Album-of-the- 
Week. and at this time the store manager kept 30 of the 
featured albums in stock for potential buyers. Now, two 
a ears later, the Music Box must have at least 75 to 100 
albums on hand before an on-the air offer can be made, due 
to the interest and response of the WMAL listeners. The 
manager of the Music Box says, "My association with the 
Felix Grant Show has been magnificent, and for my part the 
jazz show is the best buy in town." This evening show has 
effectively and continually reached potential new customers. 

W.MAI,, Washington, D. C. Announcements 



BANK 

SPONSOR: North Carolina National Savings Bank AGENCY: Dim 
Capsule case history: When the North Carolina Nation 
Savings Bank, Winston-Salem, decided to go into radi 
advertising for the first time they turned the problem 
setting up a campaign over to the sales staff of WSJS, Win 
ton-Salem. WSJS set up a special news bulletin packag 
an unscheduled number of straight one-minute news bull 
tins to be used whenever the WSJS staff felt material w 
newsworthy enough. Up to the Minute i\'ews, as the bij 
letins are called, has done a tremendous job for the ban 
According to Frank O'Sheen, bank vice president, Up 
the Minute News was our very best radio buy. The nev 
bulletin campaign on WSJS has been a great help in estal 
lishing our identity as well as being a perfect springboar 
for the telling of, and selling of, specific services." In add 
tion, O'Sheen said.the WSJS news presentation has pr< 
vided a number of favorable side effects in addition t 
getting the bank's specific public story across to customer 

WSJS, Winston Salem, N. C. Announcemen 
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What famous communicator said what? The letters above— TASBEM— do not stand 

for "Take A Shower Bath Each Month." But as used by their originator, they do refer to taking the populace 
»to the "cleaner's". Part of his success was achieved by rule of Thumb; part as a powerful proponent of the 
t Scandinavian nightingale. Who was he— and what did he say? You'll find the answer below. 

On the subject of famous communicators, the letters WWDC have long spelled radio leadership in the rich, 
ever-expanding Washington, D.C. 5-county metropolitan area. Leadership in listeners— in programming— in 
personalities— in dollars-and-cents results to advertisers. Let us communicate your sales message. 




WWDC 



>o Washington 



...the station that keeps people in mind 

Member of the Blair Group Plan . . . represented nationally by John Blair & Co. 
And in growing Jacksonville, Fla., it's WWDC-owned WMBR 

..sjnuiH AJ3A3 ujofl j»spns y s,%i3qi„-ujnujeg sesuiiij 
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PORT O 

PITTSBURGH 



1 




and see 

how to get more 
sales tonnage 
in the port of 

PITTSBURGH, PA. 

According to the U. S. Army 
Engineers, the Port of Pitts- 
burgh handled 6,872,194 tons 
last year. The greater Pittsburgh 
marketing area is even bigger 
when it comes to sales ton- 
nage. Last year retail sales to- 
taled $2,883,162,000. How to tap 
that market? Buy WTAE. Need 
proof? Just look at the record. 
In the past year, 46 major local 
Pittsburgh advertisers have 
switched to WTAE. They know 
the market. They demand sales. 
You can get more sales for 
your clients' money on WTAE, 
too. See your KATZ represent- 
ative for the story of the over- 
whelming local and national 
trend to WTAE in Pittsburgh. 



BASIC ABC IN PITTSBURGH 

wTae 

tUICH 

4 



no mcvisiON 



OH^^IH riJlSBUlCH 



CHANNEL 



PAPER JUNGLE 

{Continued from page 27) 

clear lulling discrepancies between 
stations and agency. 

C.MB. which will demonstrate its 
service on fully-programed electronic 
computers in about three months and 
will he in active operation in six. has 
worked out a s)stem fusing the fa- 
cilities of C-E-l-R, Inc., which has a 
staff of over 350 and does Sf> million 
annually in data processing business) 
which includes these highlights: 

1. Automatic "control" of dis- 
counts and efficiency evaluation (i.e.. 
is the schedule being bought at the 
most advantageous rate?) of radio' 
tv spot buys. 

2. Standardized CMB invoices to 
agencies, replacing "hundreds of sta- 
tion billing forms now used." 

3. Single voucher checks for pay- 
ment to stations, again replacing a 
multiplicity of present agency forms. 

4. Clearance of discrepancies (be- 
tween what was ordered and what 
was actually on the air). 

5. Same-day transmission of 
earned-rate information to agencies, 
speeding up present reporting chan- 
nels by as much as several weeks. 
And CMB will provide agencies with 
estimates and prompt costing of al- 
ternate media plans. 

Broadcast Billing Co., suhsidiary 
of long-established Standard Rate & 
Data Service, views the problem 
principally as one in which "tv sta- 
tions and advertising agencies waste 
thousands of man-hours and dollars 
duplicating each other's efforts." The 
result, according to BBC, is "a cli- 
mate of misunderstanding between 
buyer and seller, and a needless limit- 
ation on the attractiveness of spot 
broadcasting as advertising media." 

Although two of the three new- 
billing firms (CMB and Broadcast 
Clearing House) intend to use stand- 
ardized forms, BBC won't, apart from 
internal processing. BBC's latest 
presentation puts it this way: "Broad- 
cast Billing Co. recognizes that each 
client has form requirements and 
internal procedures peculiar to his 
own circumstances; the service com- 
pany must tailor itself to the existing 
standards and paperwork." 

One of the key elements in its spot 
tv service, according to BBC, will be 
in the area of reconciliation of rec- 
ords, putting "the control of expendi- 
tures on a daily hasis and insuring 
an improved cash flow." Reports of 



discrepancies "indicating failure to 
perform authorized announcements 
(will he) sent to the station and the 
representative daily to facilitate im- 
mediate renegotiation of these spots 
with advertisers." 

BBC will also operate in the area 
of estimates. "For its client agencies, 
BBC is prepared to formulate the 
monthly expenditure estimates by ac- 
count in a format and on dates as 
indicated by advertiser requirements." 
And, in the agency-of-record area, 
BBC plans to maintain "daily 'status 
hoards' reflecting the total activity 
in year-to-date for multi-agency ad- 
vertisers." 

Broadcast Clearing House, which 
plans to start its service on a radio- 
now, tv-later formula, feels the paper- 
work problem is particularly acute 
in spot radio hecause "there's little 
standardization of forms and proce- 
dures," and agencies face a headache- 
producing mountain of bills, checks 
and affidavits for each individual sta- 
tion. Additionally, there are the 
problems of correcting discrepancies, 
endless correspondence, lack of safe- 
guards and schedule-policing, and 
station reluctance to conform to a 
variety of agency procedures in bill- 
ing and paying. 

By using its own standardized 
forms and processing them at Bank 
of America's data center in San 
Francisco, BCH hopes to accelerate 
payment to the 25th of the month 
following the broadcast of spot radio 
schedules. This, BCH's Mehlig be- 
lieves, will be a hig improvement 
over the present situation. "The 
usual time lag on station payment in 
spot radio is 60-150 days." 

Centralized billing procedures are 
in operation right now in some ad- 
vertising areas. Outdoor advertising, 
for example, is billed through central 
channels, and an organization was 
recently set up to handle weekly 
newspapers on a similar basis. The 
Katz Agency for some time now has 
centralized its own spot hillings (and 
has taken its commissions faster as 
a result) . and Peters, Griffin, Wood- 
ward in 1957 launched a punch 
compiled system of computing and 
reporting station availabilities elec- 
tronically. 

Will the new plans to centralize 
spot radio/tv billing meet industry 
support from advertising agencies, 
reps and various industry organiza- 
tions? There's considerable indica- 
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BASIC ABC IN PITTSBURGH 

THE KATZ AGENCY. i>c. 
National Representatives 




lion that the entire spot induslrj. 
wear> of it* paper load, is generally 
in support of the concept. 

A t\pical summation of the agenc) - 
level problem can be found in the 
word> of John Fnriis. v.p. and media 
director of Fletcher D. Kicliards. who 
stated: "1 haven't any accurate idea 
of how much it costs us in media 
billing, pacing and estimating a spot 
campaign but I do know a goodly 
amount of man-hours is devoted to 
these functions. ' '^r 



THIS WE FIGHT FOR : | 

Two years ago, sponsor's ■ 

Standard Spot Practices Com- m 

mittee developed a standardized s 

form to ease manual billing g 

paperwork in spot radio /'.v. m 

Backed by the Agency Finari- J 

cial Management Group, this ^ 

form was later adopted by over g 

200 stations. On many occas- jl 

sions and in many stories, g 

SPONSOR has advocated the cen- m 

tralization, standardization and B 

simplification of the "paper §j 



jungle' , in spot media. 




NIGHT RADIO 

(Continued from page 29) 

''Increasingly good"' is the word 
out of CBS Radio Spot Sales, in re- 
gard to nighttime sales. Reports Mau- 
rie Webster, v.p. and general manager 
of the rep firm "Life Magazine just 
purchased a series of nighttime news- 
casts on several of our stations, to 
reach more and different customers 
for their publication." He adds, "and 
Cinzano Vermouth is buying night- 
time radio announcements.'" Their 
reason: "the atmosphere is best for 
extolling the virtues of their fine wine 
at a time when listeners are likely to 
be most interested in it." 

"Fresh and attention-compelling 
programing," says Wehster. is respon- 
sible for much of the advertiser at- 
traction. "Features like KXX's (L.A.) 
Kaleidoscope, a nightly half-hour doc- 
umentary on Southern California. Or 
KMOX's (St. Louis) Sports Open 
Line w ith local sports authorities and 
audience phone-in guestions. Or 
KCBS' (San Francisco) Viewpoint 
where listeners call in with their 
opinions on the problem of the eve- 
ning." Webster also calls attention 
to WCBS in New York City which 



has been scoring hea\il\ with night- 
time sponsorship of its news and 
sports shows. 

AM Radio Sales' W. H. Losee told 
sponsor that Pepsi-Cola purchased a 
45-minute portion of KMPC's (Los 
Angeles) nighttime schedule last 
month. The purchase, not a parent 
company buy. is a daily, six-days a 
week. 52-week schedule. It involves 
the 9:30 to 11 p.m. segment. 

H-R v.p. James M. Alspaugh who 
says "it's a rule of thumb among 
H-R salesmen to pitch nighttime 
availabilities as part of most every 
saturation campaign" points to the 
success of WMAL. Washington, and 
KWK. St. Louis in nighttime spon- 
sorship. 

Alspaugh says "we know that there 
is a large important segment of ra- 
dio listeners that can onlv be reached 
at night therefore each advertiser 
should take advantage of this for 
maximum selling of his product." 

H-R"s radio research manager, 
Mary Ann Richardson backs this up 
with this nighttime listening date. 
In New Haven. WELI's nighttime cir- 
culation in their home county is 61% 
as great as their daytime circula- 
tion: KGB. San Diego, nighttime cir- 
culation 65^ of their daytime circu- 
lation: WJAX. Jacksonville. Fla. 
nighttime circulation, ~-i°c of its 
daytime circulation. 

G. William Boiling, president, ra- 
dio division. The Boiling Co. cites 
KRXO. San Bernardino. Calif., 
WBRY. Waterbury. Conn., and 
KTRX. Wichita Falls. Texas, as ex- 
periencing increases in nishttime 
sales. Bob Holczer. general man- 
ager of WBRY says the station is 
"sold out every night of the week." 
The Waterbury Savines Bank, says 
Holczer. buys an evenine music caval- 
cade from 8:30 to 11 p.m. every 
nisht of the week. 

According to Boiling. KTRX's 
revenue, "from 9 to 10 p.m. is as 
great as it is from 4 to 5 p.m. or 9 
1 to 10 a.m." 

Ben H. Holmes, v.p. in charge of 
Petry's radio division lists the fol- 
lowing advertisers currently on Petry- 
repped stations: A. J. Sirris & Co.; 
Canada Dry Beverages; Encore Ciga- 
rettes: Esso Standard Oil: Foods 
Plus: General Motors Acceptance 
Corp.: General Motors-Fisher Body; 
Kiplinger Magazine: Minute Rub 
(Bristol-Myers I Minute Maid Orange 
Juice: Model Tobacco: Monroe Auto 

SPONSOR • 16 OCTOBER 1961 



"Look South for new economic 
strength. . . look at the Jackson 

TV market area 
for solid growth 
and a sound 
future." 

Served, 1954-1957, as 
Head of Largest World-wide 
Masonic Organization 
(Royal Arch Masons) 

TOM Q. ELLIS 

Clerk.Supreme Court 
of Mississippi 




WL BTHollingbery 3 | WJTV 



Serving the Jackson, Miss., Television Area 
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■ esearch is the key word which links the objectives of the leading 
audience measurement service and the world's largest independent 
data processing firm. 

To ARB clients, this alliance of objectives and resources promises 
an expansion of research services to meet every television audience 
measurement need of the '60's . . . and beyond. 




AMERICAN RESEARCH BUREAU 

DIVISION OF C-E-l-R INC. 

Washington • New York • Chicago • Los Angeles 
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Kqiiip.: Mum; Noxzema Cover Girl; 
Owens Yacht Club: Profit Research: 
Kaefortl Worsted.: Remington Arms: 
Reynold* Tobacco; Sally Hansen 
CosiiK'tics; Shiilton Bronze Tan: 
Texaco: Twentieth Century Fox: 
Tyrex: I nhersal Pictures; and 
Welch** Apple & Grape Drink. 

Thev use nighttime radio, says 
I Inline*, "to reach a particular kind 
of person." According to Holmes 
"lie">. the fellow l58'"t of nighttime 
listeners are men) who can t he 
reached by broadcast means during 
working hours (except during the 
World Series or an Astronaut shot) ; 
who doesn't drive to the office (at 
least one-third of all men don't and 
therefore are unreachable during 
traffic hours): who has more money 
to spend t nighttime listeners earn 
more than those who don't listen 1 : 
and who watches tv lessf much more 
tv disenchantment among nighttime 
radio listeners than among non-lis- 
teners) .'* 

Texaco, which had tried out an 
all night show (midnight to 6 a.m.) 
on KQV. Pittsburgh, recently re- 
newed for another 13 weeks. Accord- 
ing: to Tom Dooley. Eastern sales 



manager. Adam Young. 

Winston-Salem. N. C. station WSJS 
reports increased advertiser interest 
in its Night Heat format which 
covers inan-in-the-street interview 
shows, teen-age activities, music and 
other community events. ^ 



RADIO MAN 

(Continued from page 3-1) 

telegram. ''Yes. certainly ,' ! llagerty 
remembered. I almost failed to get 
up the nerve to ask the next question. 
Could we use it for publicity? Hag- 
erty said. ''Surely, no objection at 
all." 1 thanked him and hung up. 
Within the next few minutes the whole 
station knew about it and within the 
next few days the whole eastern sea- 
board heard about it. Nobody will 
ever know how close 1 came to decid- 
ing it was a fake and throwing it in 
the waste basket. 

A radio station manager's job keeps 
him close to the news, gives him a 
feeling of being in on great events 
and helping to keep millions in- 
formed. More interesting still, he fre- 
quently supplements his knowledge of 
news on the air by contacts with news 
on the hoof. Since WBT represents 
the great American area radio station, 
as a New York station represents the 
metropolitan ty pe. we are frequently 
a first port of call for foreign radio 
officials visiting the United States un- 
der sponsorship of the State Depart- 
ment. Industry representatives from 
.he United Arab Republic. Saudi 
Arabia, the Philippines. Japan, and 
West Germany have visited our sta- 
tion in the past few years. In each in- 
stance they have contributed to our 
understanding of the world. In addi- 
tion they have given us some merry 
moments. 

Two years ago we had as our guest 
for three days. Dr. Hans Bausch. Di- 
rector of the West German Radio and 
Television Network. We were warned 
in advance that Dr. Bausch spoke no 
English and would be accompanied 
by an interpreter. Dr. Bausch and 
his interpreter arrived and 1 entered 
into a new experience in communi- 
cations. 1 spoke to the interpreter, 
the interpreter spoke to Dr. Bausch. 
Dr. Bausch replied to the interpreter 
and the interpreter replied to me. 
Prettv soon I was so numbed by this 
quadruple conversational technique 
that 1 couldn't think of anything to 
saw 



There was to be a small luncheon 
for Dr. Bausch the next day and it 
seemed imperative to me that we 
should have someone else at the table 
who could speak German other than 
the interpreter, someone who could 
tell Dr. Bausch about Charlotte and 
the Carolinas in his own tongue. 
Where to find someone? Charlotte is 
cosmopolitan as southern cities go hut 
you don't hear fluent German on 
every street corner. The Chamber of 
Commerce was no help. The library 
had German books but no bodies. In 
desperation. 1 turned to the telephone 
directory. If I could find a Von some- 
thing or a something-haus. 1 could 
track down mv man. No Vons. No 
hauses. Then it jumped at me from 
among the V. "Dr. Reiner G. Stoll,'' 
obviously German and well educated. 
The "G" probably stood for "Ger- 
hardt." 

I had never heard bis name but 1 
called him. His English was lightly 
accented. He was suave, cordial, com- 
pletely understanding. He would be 
glad to have lunch. The next day he 
appeared promptly at the private din- 
ing room in the City Club. 1 intro- 
duced myself, introduced him to the 
interpreter and the interpreter intro- 
duced him to Dr. Bausch. Peace. 
The German language flowed like the 
Rhine past Die Lorelei while the rest 
of us smiled benignly and conversed 
quietly in American. We knew we 
had been successful but had no idea 
how complete our triumph was until 
we later found that our v isiting: Ger- 
man and our Charlotte German had 
grown up in the same section of 
Stuttgart. Yet one surprise was left 
for us. 

As we left the club 1 decided upon 
an experiment. 1 had studied a little 
German in college and had been 
yearning to try it out on the good 
doctor. So 1 asked him a question in 
German. 1 have forgotten what I 
asked, probably something like "How 
many fingers have you on your right 
hand?" To my amazement he an- 
swered in very good English and from 
that moment on he talked with us ex- 
clusively in English. His self con- 
sciousness about his English appar- 
ently left him completely when he 
heard my German. 

Interesting as such experiences are, 
thev are no more satisfying than the 
day-to-day job of satisfying our audi- 
ence and our advertisers. Serving the 
public is such a vast concept that it 



H'ill success spoil 

J. W'ulter Thompson? 

We hope so. You see. J. Waller has 
been running automobile commer- 
cials on W1CE. our lister station in 
Providence. We hope these com- 
mercials have been so successful 
that the agency is now spoiling to 
schedule them on W 11111. our brand 
new station here in the Tidewater. 
As "the new kid in town", perhaps 
we shouldn't act so rocky and brash. 
Nonetheless, our new format with 
its slam-hang interest in local 
affairs is making converts lickcty- 
split. We want you agency people 
to know about this. 

So — we naturally hope success 
in Providence has whetted J. 
Walter's appetite for more of the 
same in the Tidewater. Wouldn't 
you like to get in on this good 
thing, too'/ 

WHIH 

FORMERLY WLOW 

TIDEWATER, VIRGINIA 

AN ELLIOT STATION 
Representatives: Avery-Knodel 
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becomes vague. The public contains 
minorities and majorities, segments, 
■sections and cliques; and it ultimate- 
ly reduces to individuals. 

One of the obvious and appealing 
minorities in any radio audience is 
the audience for classical music, 
classical drama, and discussion pro- 
grams. Four years ago we did some- 
thing that I am sure made our com- 
petitors think we had rocks in our 
head; we started a Monday through 
Friday, 8-9 p.m. show made up ex- 
clusively of this type of program ma- 
terial. It's still on the air and has ac- 
tually become a little commercial. 

We broadcast the swearing-in of 
new lawyers (they didn't call us. we 
called them) , make an annual award 
to the outstanding clubwoman of 
Charlotte, produce and broadcast 
carefully scripted one-hour programs 
on the religious denominations in our 
section, and give an annual award of 
$1000 to the most progressive small 
town in our "Community Pride Con- 
test." Yet I believe the most satisfy- 
ing achievement of all is to serve an 
individual — one person, one listener. 

It is surprising that an individual 



will feel so close to a station that he 
will confidently request a personal 
service. Let me assure you from per- 
sonal experience that our listeners 
will. Any week we may receive calls 
asking us to help find a strayed cat or 
a lost dog, to locate a relative, to pub- 
licize a neighborhood benefit party. 
We always try. In mid-winter last 
year. I received a frantic call from a 
distraught mother. Her seriously ill 
child was asking continuously for a 
slice of watermelon. Watermelon in 
January! It seemed ridiculous, but 
we broadcast the appeal. Result : One 
slice of watermelon delivered to the 
home the same afternoon. 

Sometimes I wish that when we are 
sending out bills to agencies for com- 
mercial services, we could attach an 
additional bill which would say, "For 
extra goodwill from locating one 
slice of watermelon in January — no 
charge." It might give them a better 
understanding of the extra services 
radio provides. The list is endless. 
1 hope it will continue to prove end- 
less because as radio serves it will 
prosper. And I like riding this can- 
tankerous horse. ^ 



SAVVY VIDEO 

{Continued from page 37) 

man cracked. ''Quality in commer- 
cial production comes from creative 
integrity, conscientious effort, and 
something Hollywood calls 'produc- 
tion values' — a blending of experi- 
ence, realism and talent." 

Sets, lighting, photography, direc- 
tion, editing — these are the contribu- 
tions that the film producer ma^es to 
the commercial the agency has writ- 
ten and conceived. SuMnan told spon- 
sor. Start with a well-written, sound- 
ly conceived story board, and turn it 
over to an experienced, creative pro- 
ducer with the talent and the experi- 
ence to realistically interpret the 
original concept, and the finished 
product, according to Susman. should 
spell quality. 

Obviously, there are numerous ex- 
amples of high quality commercials 
made by MPO Video ironies. Of the 
arsenal of outstanding achievements, 
Susman selected four as examples of 
excellent creative work on the part of 
ad agencies. Here are Susman's ex- 
amples, chosen at random, he ex- 
(Please turn to page 70) 




AVERAGE QUARTER-HOUR HOMES REACHED SUMMARY 

MONDAY through f RID AY 



WFLA-TV 
SIGN-ON TO NOON 27,400 

NOON TO 6 P. M. 28,400 
6 P. M. TO MIDNIGHT 66,600 



STA."A" STA."B" 
17,800 2,400 



25,900 
65,800 



7,600 
22,000 



Again, ARB proves that, on 
Monday through Friday — 
when most people watch tele- 
vision — WFLA-TV reaches 
more homes from sign-on to 
midnight than any other sta- 
tion in West Coast Florida ! 

•Monday through Fridoy. ARB, June 1961 
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NATIONAL REPRESENTATIVES, B LAIR-TV 



TAMPA - ST. PETERSBURG 
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"People,'' a practical 

man about Madison 
Avenue once remarked, 
"watch TV programs, 
not organizations." 

We have no basic quarrel with the quotation, 
but before it gets into Bartlett we'd like to 
make a point or two: 

Corinthian, an organization of stations in sev- 
eral markets, believes that its group set-up 
provides impetus for the kind of local pro- 
gramming that ties communities to stations. 
Indeed, people watch programs. Well-advised 
sponsors watch ownership. 

Responsibility in Broadcasting 
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Sponsor backstage ^Continued from page 15) 



they had been reading SPONSOR editor John Mc.Millin's piece? on 
Minow and attributing John's sentiments to me. 

Now I admire John as a writer and editor, but that does not mean 
that I necessarily agree with him on every issue. On the question of 
Newton Minow, I am just about in total disagreement with John 
insofar as his written opinions about the FCC head express his 
full views. Happily. I have no need to curry favor with either John 
or Newton Minow. My column does not necessarily reflect sponsor's 
editorial position. It represents nothing more nor less than my own 
opinions and observations, and I am happy to say that in more than 
five years of turning out these pieces neither Editor McMillin nor 
publisher Norman Glenn have ever killed a column because my 
opiniou ran contrary to their's. 

All of this, of course, is a long introduction to the simple state- 
ment that I was highly impressed with Newton Minow and the 
great potential good he can do broadcasting in the long run in May, 
and now after hearing his dissertation on the Children's Hour before 
the RTES I am even more highly impressed. While Minow did say 
that he was retracting not one single word of his May chastisement, 
I felt that the tone of his speech on 22 Februan was far friendlier, 
far more constructive, far more calculated to prove to the broad- 
casters that he was trying to help them do the best possible job. 

Friendlier, more constructive 

He still said that the Commission "will refuse to let the cry of 
censorship smokescreen our mutual efforts to improve broadcasting." 
And, even while telling the broadcasters that their judgment, based 
on a constant awareness of their responsibilities, must determine 
the course of programing, he warned "I assure you that we intend to 
take your responsibilities as seriously as we take our own." Re- 
peatedly, he stressed that he and the FCC want nothing to do with 
programing, that this is purely the business of the broadcasters. 
And he even took a firm position as broadcasting's champion in 
an area where it has often been accused and attacked. 

He said: "I don t accept the proposition advanced by some that 
tv itself causes juvenile delinquency. But shouldn't tv be a major 
cause of juvenile development? I am skeptical about the charge that 
the sex and violence on tv cause teenage immorality. But doesn't tv 
have the duty to contribute heavily to teenage responsibility?" 

I think most serious broadcasters would feel pleased that Minow 
has not climbed the popular bandwagon of blaming tv for every 
youthful misguided, unfortunate who makes a headline. 

As for the Chairman's proposal on children's shows, I believe it 
has tremendous merit. I believe that if I were a network president 
I would reject Minow's suggestion of alternating a prime hour with 
my two competitors. If it were at all feasible, and I had the faith I 
would like to have in my program people. I would come up with a 
children's show 7 for the full five day strip on my own. And I would 
strain every effort to see that it was a better, more educational, con- 
structive, inspiring and yes, entertaining show than either of m\ 
competitors could produce. And if it turned out quite a great show, 
and one or both of my competitors did even better, even then I 
wouldn't feel too badly. I would be thinking of the possible good it 
could be doing my kids, and other G9. 999,998 children to who 
Minow was referring. <^ 



YOU WAY NEVER VISIT THE EARLIEST LIGHTHOUSE*- 



BUT... WKZO-TV Can Light Your 

Sales Success In Kalamazoo -Grand Rapids! 



NSI SURVEY— GRAND KAPIDS KALAMAZOO AREA 

February 20-March 19, 1961 



STATION TOTALS 





Homes Delivered 


Per Cent of Total 


WKZO-TV 


STATION B 


WKZO-TV 


STATION B 


Mon. thru Fri. 










9 a.m.-Noon 


48,400 


34,000 


58.7 


41.3 


Noon-3 p.m. 


65,900 


53,800 


55.0 


45.0 


3 p.m.-6 p.m. 


56,400 


71,900 


43.9 


56.1 


Sun. thru Sat. 










6 p.m.-9 p.m. 


155,600 


96,800 


61.7 


38.3 


9 p.m.-Midnight 


138,200 


66,200 


67.6 


32.4 



*The earliest U.S. lighthouse was first lit September 14, 



WKZO-TV's lOOO-foot tower can be your guide to 
greater sales activity in the rapidly growing Kalamazoo- 
Grand Rapids area. 

Your commercials on WKZO-TV will reach an average 
of 80% more homes than on Station B, Sunday through 
Saturday, 6 p.m.-Midnight (NSI— Feb. 20-March 19, 
1961). You'll be building for the future in a good 
market, too. Both Kalamazoo and Grand Rapids are 
among the 55 fastest-growing markets in America. 

And if you want all the rest of outstate Michigan worth 
having, add WWTV, Cadillac-Traverse City, to your 
WKZO-TV schedule. 

Sources: Sales Management Survey of Buying Power and Television Magazine. 
1716 on Little Brewster Island in Boston Harbor, 




&7ie &>ekfel tftatkmb 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO- BATTLE CREEK 
WJEf RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC-TRAVERSE CITY 
KOIN-TV — LINCOLN, NEBRASKA 



WKZOTV 

100,000 WATTS • CHANNEL 3 • TOCO' TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Arery-Knadel, Inc., Exclusive National (teprejenro/iVej 
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What's happening in U. S. Government 
thai affects sponsors, agtncies, stations 



WASHINGTON WEEK 



16 OCTOBER 1961 The Supreme Court has refused to review the FCC-Appeals Court action taking 

cwriiM imi Miami channel 10 away from Public Service Television, National Airlines subsidiary: 

sponsor The grounds were alleged improper approaches to former FCC commissioner 

publications inc. Richard A. Mack. 

The case can have only one more step to go, and if it is taken it will be little more than a 
formality. Public Service can ask the Supreme Court to reconsider its own action, but the 
highest court turns down such requests in an extremely routine manner. 

This is the first FCC license cancellation in a generation, and the Supreme Court 
refusal to hear arguments must have an ominous sound for other "influence" cases 
which may follow. Eventually, it appears likely, there will be license cancellations for other 
reasons. Court disposition of the Miami channel 10 case, though it appears to strengthen the 
FCC regulatory hand, will not point the way toward treatment of cases involving, for 
instance, charges that programing did not live up to promises made. 

In fact, the decision in this case isn't even a precedent. Mere refusal to hear a case 
doesn't mean the Supreme Court has passed on merits or legal matters involved. It does no 
more than permit a lower court decision to stand. However, the same Appeals Court which 
ruled that Miami channel 10 should be taken from Public Service and given to L. B. Wilson, 
following an FCC finding to that effect, will hear future "influence cases." 



The FCC is in the courts on pay-tv, and this time in the Appeals Court: this case 
will also eventually go to the Supreme Court, whichever side wins. 

Theatre owners are appealing FCC approval of RKO's Hartford on-the-air pay-tv experi- 
ment. They claimed FCC had no power to make a grant, since it would be a major 
change in the concept of broadcasting. That the projected rentals to be charged for 
decoders would violate the FCC's own dictate that subscribers should not be required 
to buy decoders. That the test will give the FCC no useful information as to whether pay-tv 
will work. 

RKO and the FCC denied these charges, point by point. They said nothing in the law 
prevents the Commission from aiding in development of new uses for the broadcast 
spectrum. Other arguments were answered with a statement to the effect that these were 
matters the FCC was set up to decide. 

The Food and Drug Administration-American Medical Association jointly 
sponsored National Congress on Medical Quackery heard some harsh words about 
radio and tv programs featuring "nutritional misinformation." 

Dr. Frederick J. Stare, nutrition chairman of the Harvard School of Public Health, called 
on FCC chairman Newton Minow to yank the licenses of stations which "permit nutritional mis- 
information to be poured out to an unsuspecting public." He said he knew of at least 60 radio 
stations who permit individuals to "purr their melodious incantations of nutritional 
noniense." 

Dr. Stare described at length serious illnesses which would go untreated if listeners and 
viewers accepted what they heard at face value, plus the great amount of useless foods and 
vitamins they would buy. He offered to give Minow a list of offending broadcasters, and added 

{Please turn to page 57) 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



16 OCTOBER 1961 

Opyrlght 1MI 
SPONSOR 
PUBLICATIONS INC. 



There are flashes of light on the syndication horizon which portend the dawn 
of a syndication upturn after the first of the year. 

Insiders hear of renewed activity for production of first-run half-hour syndi.catet 
shows by companies devoid of new product today. 

First off, MGM-TV might well bring its Zero-One, a co-production with BBC, into 
syndication as its maiden entry should it fail to land a network deal. 

Then there's talk that ABC Films will have a new show of some type other than action- 
adventure. 

Also, CBS Films is understood to be readying distribution plans for an adventure 
series for early 1961. 

Neither MCA, NBC Films, nor NT A, has plans now for new syndication product, but ITC, 
Screen Gems, and Ziv-UA (alphabetically) are now in first-run distribution, or never left it 

Even for those houses that are now primarily re-run shops, some occasional first-run 
product is helpful to brighten up the line. 



There seems to be a Wolper documentary in almost every salesman's portfolio 
these days. 

Actually Wolper is just continuing his Biography series of 39 half-hours for Official Films, 
with which he's had continuing dealings, while at the same time bringing out his The Story of 
for Ziv-UA. 



ABC Films has 15 Canadian markets sold for ABC TV's Ben Casey. 
Colgate-Palmolive, Ltd. and Ford Motor of Canada are sharing eight markets, and 



stations in seven additional cities bought the rest. 



Ziv-UA finds ample justification for its simultaneous release of three first-run 
scries in the fact that they are now sold in five-sixths of the top 50 markets. 

The three shows, Everglades, Ripcord, and King of Diamonds, achieved this sales 
coverage by small regionals and station sales, for the most part. 



Add these to your list of feature film sales: 

• MCA's pre-1948 Paramounts to nine more stations, KFVS-TV, Girardeau; WMUR-TV. 
Manchester; KGNS-TV, Laredo; KVOA-TV, Tucson; WHBF-TV, Rock Island; WSBT, Souih 
Bend; WCCB-TV, Montgomery; KSYD-TV, Wichita Falls, and WBTW, Florence. 

• Seven Arts' Volume I and II of post-1950 Warners to W-TEN, Albany; KHOU-TV, 
Houston; Temple, Tulsa; KOLD-TV, Tucson; WDAU-TV, Scranton, and KGHL-TV, Billings 



As an auxiliary to iti $8 million a year tv commercials and Industrials business, 
MJPO hag branched off into the equipment field. 

Its first device is an 18-pound 8 mm sound projector that can run up to 15 minutes anc 
repeat. Intended for salesmen, it's called Vidcotronic 8. 
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FILM-SCOPE continued 



Fred Niles expects his newly opened New York branch to top §1 million in 
volume the first year and then to add on §1 million more each year for the next five 
years. 

His current volume from Chicago and Hollywood is around $3 million, 60% of it in 
commercials and 10% in tv programs. 

Niles is optimistic about interchanging talent among his three studios as needed — 
instead of picking up free lance people for each job. 

Besides his commercials and industrials, Niles has a tv film series and a feature film to be 
made late in 1961 and released early next year. 



WASHINGTON WEEK 

(Continued from page 55) 

that such stations aside from losing their licenses might well be indicted for practic- 
ing medicine without licenses. 

The deadline for filing arguments for and against network option time came 
and went : filings were by the same few interests, and followed the same lines these 
interests have pursued through the years. 

Network claimed the practice is "reasonably necessary" to conduct their business, a 
factor which makes restraints of trade legal under the anti-trust laws. They questioned a move 
by the FCC to reconsider a decision made only last year, preserving option time by a 
4-3 vote, merely because Minow's vote now substitutes for that of King. 

Station reps and KTTV agreed that networks can operate successfully without option 
time. KTTV said that in addition to banning option time, FCC should be vigilant in guarding 
against substitute means of accomplishing same end. It specifically cited CBS plan. Station 
said if any station devotes more than 75 percent of its air time to a single program supplier, 
that should be considered evidence that an illegal arrangement is in effect. 

The networks said they are in competition with other national ad media, and if they are 
unable to guarantee station clearances the advertisers will choose a competitor. 
Justice Department didn't file. It declared, during the last administration, that option time is a 
"per se" violation of antitrust laws. 

Oral argument is slated for 3 November on the proposal to ban option time on the 
grounds that it is against public interest, rather than on antitrust grounds. Justice may 
not testify in view of elimination of the antitrust law angle. It "advised" the FCC in last year's 
proceedings leading up to a cut of a half hour, but retention of the practice. 

NAB's group of 15 small station-large station, radio-tv broadcasters appeared to 
have made little impression on the FCC at a meeting with respect to proposed new 
application forms and logging requirements. 

FCC general counsel Kenneth Cox seemed quite agreeable to changes to make reporting 
easier. Minow and other commissioners agreed they didn't want to force broadcasters to hire 
extra people just to make out forms. But, aside from Hyde, the Commissioners appeared 
»et on getting the information. Craven will likely vote with Hyde, but he expressed 
puzzlement over why broadcasters were now asking for changes on forms worked 
out in cooperation with an NAB committee. Commissioners Cross and Bartley were 
absent, but broadcasters can gain little comfort from that 
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A round-up of trmde raft, 
trends and tips for admen 



SPONSOR HEARS 
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To tv reps Friday has come to have a special significance: its the day that Comp- 
ton calls 'em up to cancel some P&G schedule. 

It usually happens around 3 p.m. If anything, it fixes the rep up for a jolly weekend 
mood. 



Looks like a major Madison Avenue agency is stuck with the §75,000 bill fo: 
the pilot of a series for which it couldn't get time on any of the tv networks. 

The client sees the investment as strictly the agency's responsibility. 

One way the size of the gamble may be reduced: sale of the film to Revue or some- 
one else for a summer replacement anthology. 



BBDO is reported to be on the verge of adopting another innovation for its 
media department : a second vice-president. 

The said-to-be recipient: Mike Donovan, the department's tv stalwart and quite in- 
fluential in the planning stages with at least two of the agency's topflight accounts. 

Cases where network radio properties, besides Amos 'n' Andy and Pepsodent, 
changed the course of a product or company: 

Wayne King and Lady Esther: from the occupancy of a small Wacker Drive (Chicago) 
loft, the makers of the face cream in quick time were rolling in hefty national sales. 

Jack Benny and Jell-O: an old product which the comedian made a must on grocery 
shelves and lifted to No. 1 among non-prepared desserts. 

Bing Crosby (Music Hall) and Kraft : virtually drove out of existence regional and 
local cheese distributors and converted processed cheese into a household acceptance. 

Fibber McGee & Molly and S. C Johnson: The team can be credited with starting 
this company up the spiral to the bigtime among household cleansers. 

Ma Perkins and Oxydol: The serial not only boosted the brand to tops in packaged 
soaps but changed P&G's entire thinking re advertising and merchandising. 

An upper-rank agency is beginning to suspect that it's been taken in by the 
promises it got from an account it acquired a few months ago. 

The account, a substantial spender in tv, turned over several new products to the 
agency with assurances it would be getting several million dollars to get them rolling in 
the medium. 

Says the account manager, now the company hasn't any money to spare for new 
product promotion and he doesn't know when it will be forthcoming. 



Leonard Goldenson and Ollie Treyz apparently are on a long range goodwill 
gathering plan. Two midwest advertisers reported to their New York agency that 
these two ABC TV chieftains had called on them with a preface which ran to thi» 
effect: 

They were merely on a getting-aequainted tour, with the other intent being to let 
advertisers in on the network's general philosophy of service in progra min g and to 
the client. 

Also, that Goldenson hopes to cover the leading 100 advertisers with these visits. 
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Buns look bunnier! 



On Videotape* the tantalizing flavor 
of a hot biscuit, the sparkle of a soft 
shampoo- product appeal -comes into 
the home as it never can on film. 
You're invited to come to Videotape 
Center to see why! This is where 
the most appealing commercials 
on television are being created. 
Videotape Productions of New York Inc. 
101 West 67 Street, New York.TR 3-5800 



SPONSOR 
WEEK 



Advertisers 



Menly & James (FC&B), a sub- 
sidiary of Smith, Kline & French, 
will he cutting loose with a 13- 



week spot tv campaign in 60 mar- 
kets, with the schedules calling 
for from 12 announcements a 
<lay hoth day and nighttime. 

The product: Contac, a new de- 
la\ed action cold remedy. 



Contac also on CBS TV for a flock 
of minute participations in enter- 
tainment series and news specials. 

Texaco bought the all night show, 
Dial-A-Score, on KQV, Pitts- 
hurgh, in a 50-50 deal with local 
dealers in order to encourage 
them to stay open all night. 

Originally a 13-week order, the buy 
was renewed for another 13 weeks 
last month. The show, as it gives 
away ball scores via the telephone, 
can be used to document from trunk 
line meters that people are awake and 
listening. 




COMRADERIE— Gathered at the meeting of the Detroit Chapter 
of Station Representatives Association were (l-r) Robert Britton, v. p. 
dir. media & research, MacManus, John & Adams; Gail Smith dir. 
of adv. & mitt, research, G.M. Corp.; Sheldon Mover, v. p., D. P. 
Brother; Carl Uren, asst. adv. mgr., Chevrolet Motor Div.; Harold 
Savage, media super. Chevrolet Motor Div.; Cerl Georgi, Jr., v. p. 
C-E; Charles Fritz, v. p. John Blair Co., pres. SRA Detroit Chapter 



EVERY am radio station in Michigan was purchased by Dick Fred- 
erick Ad Agy. to promote last month's State Fair. Thanking Freder- 
ick (seated) for purchase were (l-r) Wendell Parmelle, Brdcst. Time 
Sales; Arthur Underwood, Jr., Katz Agy; Dan Bowen, Gill-Perna; 
Larry Gentile, Boiling; Stuart Mackie, Avery-Knodel; Charles Sitta, 
Michigan Spot Sales; Chris Gentile, Larry Gentile Assoc.; James 
Brown, Venard, Rintoul & McConnell; Bernard Pearse, Pearse Sales 





DEDICATORY telecast for KTAL, Shreveport, La., as an NBC affili- 
ate had chairman of the board of NBC Robert W. Sarnoff as prin- 
cipal speaker. Station covers arees of Arkansas, Louisiana, and Texas 



TWENTIETH anniversary party for both sponsor Burger Brewing 
Co. and sportscaster Waite Hoyt (at mike) with WKRC, Cincinnati. 
Ken Church (2nd I) sr. v.p. of Taft Brdcstg. Co. presented plaque 




00 
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Mars, Ine., and president James 
R. Fleming were the recipients 
I of a plaque from the National 
Confectioners Association in rec- 
ognition of the firm's contribu- 
tion of an elahorate tv commer- 
cial to the entire candy industry. 

The commercial, to be sponsored 
by Mars on a nationwide tv network 
19 October, is a promotion for all 
candy and it's woven into the format 
of a one-minute musical comedy 
number. 

After the network showing, the in- 
stitutional commercial will be avail- 
able to any candy firm, free of charge 



through the NCA for local tv shows. 

Campaigns: 

• Shulton (Wesley Associates) 
will co-sponsor network tv programs 
and back them up with a separate 
spot tv saturation campaign in more 
than 80 markets. These efforts are 
the company's plans for the coming 
Christmas season. 

• Campbell Soup Company, 
(Leo Burnett), is introducing a new 
line of deep dish frozen meat pies 
under the trade name of Swanson. A 
"Free Pie Offer" promotion will open 



the item with saturation spot tv in 
selected markets. 

Agencies 



DX Sunray Oil, a heavy user of 
farm spot, has named Gardner to 
handle the firm's product and 
corporate advertising as of 1 Jan- 
uary. 

The account will be serviced from 
Gardner's St. Louis office with John 
H. Leach, v. p., serving as an ac- 
count supervisor and J. R. McCollom 
as account executive. 




BREAKING UP— With obvious pleasure, 
Ted Mack axed up the old Video Tape Cen- 
ter in New York City prior to moving to new 
quarters. Looking on with approval is John 
Lanigan, v. p., gen. mgr. Video Tape Prdns. 



PRACTICE BOMB carries W|P, Philadel- 
phia message to dozens of national time- 
buyers. Benjamin Leighton (r), Campbell- 
Mithun, Inc., Minneapolis received missive 
from Harvey Glascock, v. p., gen. mgr. WIP 




NEW SHOW— John W. Kluge (I) pres. 
and board chrm., Metromedia and Edward 
Carr, chm., Washington Convention and 
visitors Bureau look at poster for new Mark 
Evans show WTTG-TV, Washington, D. C. 





PROCLAMATION for WABC (New York) 
week in honor of station's fortieth anniver- 
sary was given to v. p. gen. mgr. WABC 
Harold Neal, Jr. by Mayor Robert Wagner. 
Presentation was made at City Hall 



SOFTBALL champs— 1961 St. Louis Media 
League champs are shown with coach Al 
Meyer (ctr. r), H. W. Chesley, Jr., pres. 
D'Arcy Adv. Co. holding trophy. D'Arcy 
defeated KMOX (St. Louis, Mo.) radio 8 to 0 




SHELTERED LIFE— Entering shelter as part 
of WHB, Kansas City, Mo. Civil Defense 
promotion are Chuck Boyles (c) WHB 
'Night Beat' moderator; Herbert Dolgoff, 
gen. counsel, Storz Brdcstg.; George Arm- 
strong, v.p., gen. mgr. WHB and Storz Bdcstg.; 
Don Loughnane, operation mgr., WHB 




The atfount wa.- formeih held h\ 
Pottr-W < kxII iur\ . RuaiMts Cit\. 

Agency appointments: The Flami- 
naire Co. of France. Brittam origi- 
nator* and manufacturer* of the hu- 
tane lighter, to North Advertising 
. . . Mon?anIo Chemical's plastic 
division to Tatham-Laird. Chicago, 
from XLSB ... The Buhl.le Up Cor- 
poration. Peoria. 111., to Cambell- 
Mitlilin . . . Dwinell-Wright's White 
House premium quality coffee to Cole 
Fi.-eher & Rogovv . . . Bristol-Myers 
de Mexico for it? Ipana tooth paste 



and Bromo-Quinina to Keiiyon & 
Eckharilt . . . Ampes Corp.. Red- 
wood city. Cal.. manufacturer of mag- 
netic recording de\ ice=. to CAW. in 
a move to consolidate all advertising 
with one agency . . . Durkee-Mower. 
Lynn. Mas?., to Manoff . . . Federal 
Bake Shops, Da\enport, Iowa, to 
Irving J. Roscnhloom & Associ- 
ates. 

PEOPLE ON THE M 0 V E : 
Stanley Burger to media depart- 
ment of Kudner. from senior huyer at 
DDB . . . Gerald J. Weipert and 



Charles Sutherland to the creative 
staff of Comstock & Company. Buffalo 
. . . Ferrill T. Rohiiison to media 
group supervisor at Gardner . . . 
James E. Shriner to assistant ac- 
count executive at Howard H. Monk 
& Associates, Rockford. III. 

Agency mergers: Speer Advertis- 
ing Agency, L.A., and Mays & 
Company have merged under the 
name of Speer & Mays, Inc. The 
two organizations have complemen- 
tary backgrounds. Speer primarily in 
the industrial and Mays primarily in 
the consumer field . . . The Griswold- 
Eshleman Company, Cleveland, 
will merge with Stoetzel & Assoc. 

Stations on the Move 



The Sunpapers of Baltimore 
took over operation of stations 
WBOC (AM) and VBOC-TV, 
Salishnry, Md. 

E. K. Jett. v.p. and director of tv 
for the A. S. Abel! Company which 
puhlishes the Baltimore papers and 
operates station WMAR-TV in that 
city, made the announcement of the 
purchase which includes the Penin- 
sula Community Television Company, 
an antenna service subscribed to by 
3,000 homes. 

Operation of the Salishury facili- 
ties will continue with largely the 
same personnel as before. 

TOTAL STATIONS ON THE AIR 

fas of 1 October 1961) 
AM: 3.635 
FM: 921 
TV: 555 

BOUGHT/SOLD/APPROVED 
Sold: KTIX, Seattle, to Chem-Air 
Inc. and will involve changing the 
call. letters to KETO for both the 
am and fm facilities. The price: 
$247,500. Brokered by: Edwin Torn- 
i herg & Companv. New York . . . 
KFOX-AM-FM. L.A., to California 
Broadcasting Co.. Inc., from Bing 
Crosby Enterprises. The price: S1,000,- 
000. Brokered hy: Blackburn & Com- 
pany, Washington. D. C. . . . On 
air: KGIN-TV. Grand Island, 
Neb., began broadcasting 1 Octo- 
ber .. . WNNJ-AM-FM, New- 
ton, N. J., began broadcasting on the 
fm dial as of 4 October. 
An hours increase: WBAL-FM, 
Baltimore, is now broadcasting 48 






TULSA'S 
PUBLIC SERVICE 

PROGRAMMING 

From on-the-spot coverage of the Confer- 
ence On Peaceful Uses Of Space, to AVi 
hours a week of education and information 
programs (more than the other Tulsa sta- 
tions combined), KVOO-TV offers the finest 
public service programs in Eastern Okla- 
homa. Further proof that Channel 2 is 
Tulsa's finest station! 



Represented by 



The (h'iginaJ Station Representative 
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hours per week from 7:25 am to mid- 
night. 

Call letter change: Radio station 
WEEP, Pittsburgh, Pa., changed its 
call letters on 2 October to WYRE. 

Associations 

LeRoy Collins, speaking at the 
NAB Fall Conference in Dallas 
last Monday, said that the NAB 
is now on hetter terms with gov- 
ernment representatives in all 
branches of the federal govern- 
ment than ever hefore. 

These were some of the highlights 
emphasized in his recent speech: 

• Collins does not believe that the 
FCC intends to tr) to coerce broad- 
casters anywhere at any time to put 
on the air specific programs or spe- 
cific categories of programs because 
it may approve or desire such. 

• He stood firm on the proposi- 
tion that a responsible broadcaster 
has the right and responsibility to 
determine and control what he pro- 
grams. 

• Broadcasters, when Minow gave 
his "vast wasteland" speech, wanted 
him to declare war, but Collins said, 

I "I would not do so, because, in the 
first place, there was justification for 
much of his criticism." 

• The NAB president went on to 
say that whether broadcasters like it 
or not, Minow became in the public 
mind the "'white knight"- — the people's 
champion for improvement in tv pro- 
graming, which is the broadcasters 
proper role. 

New Jersey Broadcasters' Associa- 
tion, at its fall conference just 
concluded in Atlantic City, elected 
Glenn C. Jackson, v.p. and gener- 
al manager of WTTM, Trenton, 
N. J., as its president for 1961- 
62. 

Fred Wood, president and general 
manager of WMYB, Millville, was 
elected v.p. 

Georgia Broadcasters will con- 
duct an annual competition for 
four prestige awards to he given 
annually at their summer con- 
vention. 

The four award categories are: 
1) Broadcaster-Citizen of the Year 
— to be given to the GAB member 
who, in addition to being a good 
broadcaster, achieves notable recog- 




WDO 



•s- 

RICHARD RODGERS- DSGAR HAMMERSTQN « 
HOWARD LINDSAY « RtlSStt CRDItSE 



TftlK Ml MCALWOKfJS t 

COLE PORTER 



1/1260 AM 

,102.1 FM 



33 Great Songs 33 




M^H W BUG tBOSF' 



CLEVELAND'S NO. 1 INFLUENCE 

WDOK, 1515 Euclid Ave., Cleveland 15, Ohio 
MAin 1-2890 • TWX: CV 158 
Fred Wolf— President & General Manager 
National Rep.: H-R Representatives, Inc. 
PLaza 9-6800 
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above 
average 
terrain 



NEW 



TALLER 



I WOC 
I TV 

1 TOWER 



SERVING 
THE QUINT CITIES 

DAVENPORT 
BETTENDORF l0WA 

ROCK ISLAND 
MOUNE III. 
EAST MOUNE 



r 



WOC-TV Channel 6 ^ 

D. D. Palmer, President 

Raymond E. Guth, General Manager 

Pax Shaffer, Sales Manager 

Exclusive National Representatives 
Peters* Griffin. Woodward, Inc. 



nition for his commuuit) service. 

2 1 GAB Station of the Year — to 
the radio or tv station deemed out- 
standing in all respects for the year. 

3 1 Radio-TV Promotion of the 
Year — an award for the hest and most 
successful promotion, sales campaign 
or puhlic relations effort by a GAB 
niemher. 

4 I Georgian of the Year — a pres- 
tige award to be given to a citizen of 
Georgia not a broadcaster, for out- 
standing achievement during the year. 

The Radio and Television Execu- 
tives Society, at its first meeting 
this week in New York, drew up 
a three-point walehdog plan on 
pending bills. 

These will form the basic function 
for RTES' legislative committee and 
they amount to: 

1 I Careful watch and monitoring 
of state and federal legislation con- 
cerning radio and tv and to keep 
members informed thereof. 

2) After analysing the pending 
legislation the committee will urge 
RTES members to take firm stands 
on issues that affect the industry. 

3 1 The committee will function as 
a positive arm of the organization, 
even to suggesting new and amended 
legislation. 

Tv Stations 

TvB will give 18 awards this week 
for its tv researeh plans compe- 
tition at a luncheon in the Wal- 
dorf-Astoria Hotel, New York. 

The competition, announced last 
fall, was devised to enlist the partici- 
pation of people on all basic fields 
of activity in producing exceptional 
research plans for any problem re- 
lating to tv and human behavior. 

Taft Broadeasting Company has 
inaugurated a concept of report- 
ing news for ehildren. 

At Taft stations in Cincinnati and 
Columbus, Ohio, and Birmingham. 
Ala., and Lexington, Ky., the coinci- 
dentally introduced Young Peoples 
World with a format follows a basic 
pattern with five minutes in early 
morning and/or evening time with an 
established children's personality pre- 
senting the news, accenting at least 
one important timely subject each 
dav. 



PEOPLE ON T II E MOVE: 
Murray Gross to director of adver- 
tising for Metromedia, Inc., from 
T\ B . . . Boh Zak to assistant pro- 
motion manager at WJBK-TV. De- 
troit . . . Dudley W. Faust to ac- 
count executive at WP1X-TV, New 
York, from CBS . . . Gary B. Smart 
to account executive at WAVY-TV. 
Norfolk. Ya., from director of radio 
and tv continuity at the same station 

Ideas at work: 

• WJRT, Flint, Mich., used closed 
circuit tv at the Saginaw Fair for a 
fall preview of WJRT and ABC pro- 
graming, and distributed a station- 
produced card game plus a four page 
tabloid newspaper promoting fall fea- 
ture films. Some 40,000 games and 
"Telemovie Digests" were distributed 
during the event. 

. WFGA-TV, Jacksonville. Fla., 
had over 1,000 entries when the sta- 
tion staged a Yogi Bear birthday 
party on its Popeye Playhouse. A 
40 pound cake was donated bv a local 
restaurant to Hope Haven Hospital 
for Children, some of the bear's most 
avid fans. 

Financial report: Wometeo En- 
terprises declared a lO 1 ^ stock divi- 
dend in addition to the regular cash 
dividend payable 15 January 1962 
to stockholders as of record 2 Janu- 
ary 1962. The regular quarterly cash 
dividend of l~iY><? on the Class A 
stock and 6V>£ on the Class B stock 
was declared payable 1.5 December 
1961 to stockholders of record as of 
1 December 1961. 

Sports sales: Hills Bros, eoffee 
(N. W. Aver) has purchased one- 
quarter sponsorship of NFL pro-foot- 
ball games to be telecast over KPIX, 
San Francisco, this fall . . . Duquense 
Brewing Company, Pittsburgh, will 
sponsor 15 games of the American 
Hockev League to be telecast over 
KDKA-TV. Pittsburgh. 

Real estate deal: WTIC-AM-FM, 

Hartford, Conn., has bought the 
Broadcast House as its new home. It 
was purchased by the Travelers 
Broadcasting Service Corp.. for a 
price of S2.045,000. 

Sport sales: Chevrolet Dealers of 
Southern California will be a ma- 
jor sponsor of the 12 remaining Los 
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Angeles Lakers games to be telecast 
on KHJ-TV, Holhwood. 




Radio Stations 

Agency guests at Detroit's WW J 
radio's cocktail party presenta- 
tion in New York had a chance 
to participate at the event: a 
novel version of hingo. 

This was the way it happened — at 
the Stork Club: Significant facts from 
the pitch had been printed on lap 
size boards in bingo style, and mem- 
bers of the audience placed disks 
bearing the WWJ call-letters on each 
"good business" fact which their 
board contained. The w inner of each 
"good business" game was presented 
w ith a gift from the J. L. Hudson de- 
partment store in Detroit. 

The theme of the presentation: busi- 
ness is good and here's how it got 
that way. It told about the station's 
broad programing appeal. 

# 

The idea of underground emer- 
gency hroadcasting facilities 
seems to he gaining momentum 
around the country. 

Both WYDE. Birmingham, Ala.. 
and WEAM, Washington, D. C, are 
already in the building stage of a 
radio station completely underground. 
The structures will include trans- 
mitter, tower, power generator and 
microwave relay equipment. 

PEOPLE 0> THE MOVE: Roch 
Demers to general manager at 
CJMS, Montreal . . . James G. 
Bahh, Jr., to sales manager at WBT. 
Charlotte, N. C. . . . Steve Brown 
to v.p. of both KOIL, Omaha, and 
KISN. Portland, Ore. . . . Steve 
Shepard to executive v.p. and a 
member of the board of directors of 
KOIL. Omaha . . . David W. Salis- 
bury to general manager of WROK. 
Rockford. 111. . . . Grady Berry to 
WQXI, Atlanta, as an account execu- 
tive . . . Jeanne Caskey to promo- 
tion and public relations director at 

WONE, Dayton, 0 Frank Craig 

to v.p. of Rand Broadcasting . . . 

Ideas at work: 

• KCBS, San Francisco, and local 
newspapers are running a joint $12,- 
000 football pool contest and are 
drawing double the number of entries 
pulled by a similar contest which the 



THE LEADER* IN THE 
SYRACUSE MARKET! 




DELIVERS 42%* MORE HOMES 
THAN ITS COMPETITOR! 



*AR8 MARKET REPORT 
MARCH, 1961 




WSYR • T V 



NBC 
Affiliate 



Channel 3 • SYRACUSE, N. Y. ■ 100 KW 

Plus WSYE-TV channel 18 ELMIRA, N. Y. 



Get the Full Story from HARRINGTON, RIGHTER & PARSONS 
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WTRF-TV S2S 




WATCHcry Fallout fall- 
t remember when the 

^n y t .ng you had to do about 
t i as k ss and make up; or 
v a new bra or girdle, or 
•oceec ina pendently 3 



WATCH wtrf-tv 

WATCH ng Clewatra go by' Caesar. "Gee. 
Mat Cleo is some n rrber'" Antony "Man, 
you can say that aga n, I've checked and it 
a=ds up to XXXVI. XXII, XXX v I 

WATCH Wheeling 
WATCHful Walter was walking in the woods 
and saw a grasshopper sitting on a log Walter 
said. "Little Grasshopper, oo you realize how 
famous you are? They've even named a drink 
after you!" The grasshopper's eye widened as 
he replied, "They've named a drink for me?" 
Then he became skeptical. "Naa, who'd call 
a drink Melvin?" 

WATCH Seven 
WATCH 'em run! Now we know why Russia's 
runners make a good showing in the Olympic 
games During their training, real bullets are 
used in the start ng guns! 

WATCH wtrf-tv 

WATCH your attitude 1 Bob Ferguson says he 
overheard this one ."Recessions don't bother 
me, I was a failure during the boom!" 

WATCH Wheeling 
WATCH that line 1 Football season . . . when 
you watch numbers on sweaters instead of 
in them. You know, football, the game where 
it takes a spectator four quarters to finish a 
fifth! 

WATCH Seven 
WATCH it! Seven is the big seller in this 
section of the country. The W..e«?iirig-iteuben- 
ville Industrial Ohio Valley is rich country 
for advertisers and WTRF-TV does the big job 
from Wheeling, Ask George P. HoUingoery, 



CHANNEL fSB WHEELING, 
SEVEN CT WEST VIRGINIA 




THE 



LAND OF 
MILK& 

XONEY 

STATION 

WBAY# 

GREEN BAY, WIS. 



newspapers ran last year l>y tliem- 
seh es. 

• WCAO. Baltimore, brought the 
local citizenry 75.000 strong out for 
ping-pong halls which the station 
dropped from the air — over 50,000 
of them end numbered so that the 
catchers could enter contests for 
85,000 worth in prizes. 

• WABC, .New York, invited all 
its listeners for the station's 40th 
birthday party at Freedomland, a lo- 
cal amusement park. A birthday 
card will be the official ticket of ad- 
mission and each person presenting 
a card at the gate will be admitted 
free. Regular admission price for 
adults is S1.95, 

• KNUZ, Houston, in a promo- 
tion for the fifth anniversary of the 
Gulfgate Shopping City, helped sell, 
via its dj's, 20,000 gold fish at two 
for five cents. 

• WKTC, Charlotte, N. C. has 
given a dj a vacation in a fallout 
shelter for one week. 

New quarters : The Gordon Group 

continues to be headquartered in San 
Francisco at 2655 Hyde Street. The 
suite office is available to visitors by 
night. 

WSTC-AM-FM, Stamford, Conn, 
is taking the FCC Chairman's re- 
cent suggestion and has sched- 
uled a weekly program for the 
younger set to he called World 
News For Children. 

The timely report of national and 
international events is prepared for 
the eight to 14-year-old group and 
will go on the air Saturdays at 9 a.m. 
following the station's local and ABC 
world news. 

School super Joseph Franchina has 
suggested that the program be the 
subject of current events for Monday 
morning classes. 

Storer Broadcasting, on the day 
following the Broadcasters Pro- 
motion Association in New York, 
will have a get-together with its 
promotion men. 

It's set for 9 November and it will 
be a rare occasion for the 12 plus 
people from across the country to 
look things over. 

Since sports lias rolled on to be- 
ing such a hig business, one can 
look hack to 40 vears ago this 



month when the first play-by-play 
account of a baseball game was 
aired. 

It happened at KDKA, Pittsburgh, 
in 1921 when the station covered the 
World Series between the Yankees 
and the Giants. KDKA had just gone 
on the air the previous November. 

Fm 

WCRB-AM-FM, Boston, demon- 
strated its new stereo-fm multi- 
plex to a gathering of advertising 
and media people. 

The specially prepared show fea- 
tured monitored off-the-air stereo-fm 
programs and a "live" action demon- 
stration of the station's role in bring- 
ing regular stereo broadcasts to New 
England in 1954. 

The Greater Delaware Valley 
1961 High Fidelity Music Show 
will open 29 October at the Ben 
Franklin Hotel in Philadelphia. 

It will be based on the theme of 
multiplex broadcasting and reception. 



Networks 



Mutual affiliates, via their advi- 
sory committee, has suggested to 
the FCC that it probe the eco- 
nomic abilities of communities 
to support broadcast activities as 
one way to offset bad program- 
ing practices. 

The recommendation was contained 
in an eight-point report voluntarily 
presented to the FCC as a result of 
a survey conducted among all MBS 
affiliates since last March. 

CBS TV's Morning Minute Plan 
is enjoying an SRO status with a 
total of 28 different advertisers 
participating. 

The plan, which started in Febru- 
ary of this year, opens the Network's 
10:00 a.m. to 12:00 noon, EDT, Mon- 
day through Friday period to low 
cost, rotating, minute-participation 
sponsorship. 

PEOPLE ON THE M O V E : 
John J. Kelly to account executive 
at CBS Radio Network Sales Depart- 
ment from director of client relation 
for tv Spot Sales at CBS , , . G. 
Thaine Engle, manager of broad- 
cast promotion at NBC, was re- 
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elected this week to the board of 
directors of Just One Break, Inc. For 
the past decade he has helped secure 
air time for public service announce- 
ments encouraging the employment 
of the ph\ sically handicapped. 

Sports sales : Meimeii, Sunbeam 
and Anheiiser-Biiseh will sponsor 
the 1961-62 pro basketball broadcasts 
on IVBC TV. During the coming 
season, 23 pro basketball games will 
be televised. 

Speeials: Yves Montand, in a pro- 
gram recreating hits of past broad- 
way shows, has been signed for a 
Timex special on ABC TV. 26 No- 
vember from 10:00 to 11:00 p.m. 

New affiliates: KGA, Spokane, 
Wash., has joined the CBS Radio 
network as its primary affiliate, re- 
placing KXLY . . . KSIX, Corpus 
Christi, Texas, has resumed its affili- 
ation with CBS Radio. 

Kudos: Leonard H. Goldenson, 

President of American Broadcasting- 
Paramount Theaters, will be given the 
B'nai B'rith President's medal for 
humanitarianism at a dinner in his 
honor 14 November at the Waldorf. 

Representatives 

Representation in the U.S. main- 
land for Puerto Rico's first Eng- 
lish-language radio network was 
announced by Intercontinental 
Services, Ltd.. New York. 

The Quality Broadcasting Network 
—stations WKYN, San Juan. WFQM, 
San Juan, and WORA-FM. Mayaguez 
— is affiliated with MBS. 

Rep appointments : WRAW. Read- 
ing. Pa.: WFLI, Chattanooga, Tenn. : 
WKGN. Knoxville, Tenn.; WABY, 
Albany, N. Y.; WSLI, Jackson. Miss., 

all to Radio-TV Reps, Inc YND, 

Managua, Nicaragua, to Pan Ameri- 
can Broadcasting Company. 

PEOPLE ON THE MOVE: 
Lee A. Lahey to the board of direc- 
tors at Robert E. Eastman . . . Tbom- 
as A. Dooley to eastern sales man- 
ager of Adam Young from account 
executive at the same firm . . . James 
W. Svehla. Jr.. to Chicago radio 
sales staff of Edward Petrv. 
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Buying the top "35" 
Then yoo must include 
"Lobsterland" — MAIN 



• Uniform product distribution 

• Single Medium Coverage — 
LOBSTERADIO 

• $1.6 billion Consumer 
able Income 

• Nearly One Million Consumers 

• Ratings as high as 7.6 

• Rates as low as $28 for minute 
spots 



LOBSTERADIO 

MAINE /..one 
of the 
TOP 



LOBSTERADIO 
EXECUTIVE OFFICES: 

Columbia Hotel, 
Portland, Maine 
. TEL. SPruce 5-2336 
MANAGER: MEL STONE 




8 TR AN SM IT T6RS 



REPRESENTED BY: 
DevneyO'Connell Co. 



BOSTON 
George Eckels & Co. 



PORTLAND 
BANGOR 
LEWISTON 
WATERVILLE 
CARIBOU 
AUGUSTA 
RUMFORD 
SAN FORD 



BIGGER than 

ALBANY-SCHENECTADY-TROY 

One Buy Delivers 

IDAHO - MONTANA 

plus 1 1 counties in Wyoming at lower cost per thousand 

SKYLINE TV NETWORK delivers more TV homes than the highest 
rated station in Albany-Schenectady-Tray at approximately the same 
cost per 1,000. SKYLINE delivers 92,300* nighttime homes every 
quarter-haur Sunday through Saturday. Nan-campetitive coverage. 
One contract — one billing — one clearance. Over 254,480 undupli- 
cated sets in 5 key markets. Interconnected with CBS-TV and ABC-TV. 



KID-TV Idaho Foils 
KUX TV Iwin Foils 



MONTANA _ KXLF-TV Butle 

KFBB-TV Great Falls 
KOOK-TV Billings 

TV NETWORK 

P.O. Box 2191 Idoho Foils, Idoho 




Coll Mel Wright, phone JAckson 3-4567 - TWX No. I F 1 65 
or your nearest Hollingbery office or Art Moore in the Northwest 



ARB average March. 1961 
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What they see on 

WJAC-TV 



Film 




THEY BUY! 




When you advertise your product on 
WJAC-TV, you can be sure people 
see it ... . and they'll buy it, too! Both 
ARB and Nielsen show WJAC-TV to be 
the number one station in the Johns- 
town-Altoona market, but statistics 
don't buy products .... people do! 
WJAC-TV clients know that WJAC-TV 
gets action, turning viewers into 
buyers. If you're after people . . . pur- 
chasing people . . . pick WJAC-TV! 

For Complete Details, Contact: 

HARRINGTON, RIGHTER 
AND PARSONS, INC. 

New York Boston Chicago Detroit 
Atlonto tos Angeles Son Francisco 




Metro-Cold wyn-Mayer Television 
in connection with the episode 
Holiday Weekend of the studio's 
new Dr. Kildare series, has joined 
up with the National Safety Coun- 
cil to push a national safety cam- 
paign. 

1 he episode, which deals with holi- 
day traffic fatalities, will be aired on 
.NBC 16 November week before the 
Thanksgiving holiday. 

The Hollywood Advertising Cluh 
will sponsor the second annual 
International Broadcasting 
Awards formal banquet, 13 Feb- 
ruary. 

Over 40 IBA trophies will be pre- 
sented to the world-wide winners in 
25 categories of tv commercials and 
15- classes of radio commercials. 

Screen Gems' first tv show to be 
taped outside of the U. S. went 
into production in Toronto last 
week. 

"By Pierre Berton" series is a five- 
minute show* of personal commentary 
to be aired daily. Twenty segments 
were taped last week and syndicated 
throughout Canada. 

PEOPLE ON THE MOVE: 
Crawford W. Hawkins, Jr.. to pro- 
ject supervisor at On Film Inc. . . . 
J Gerry Corwin to midwestern sales 
director at TEC . . . Robert E. 
[ Dressier to director of radio, tv and 
film activities for public relations 
department of Field Enterprises Edu- 
cational Corp. . . . Leonard Feld- 
nian elected to the board of directors 
of Sterling Television. 

Sales: Warner Bros. Films of the 
50's have been sold during the past 
week in the following markets: 
KHOU-TV. Houston: KOTV. Tulsa; 
W-TEN, Albany; KOLD-TV, Tucson: 
WDAU-TV. Scranton, and KGHL- 
TV. Billings. Mont. 

Public Service 

Public service in action : 

• KTTV, L.A., and 33 other West 
Coast tv stations are pre-empting 
three hours of prime time programing 
to give viewers complete coverage of 
the ''Hollvwood's Answer To Com- 



munism" rally at the Hollywood 
Bowl. It's a 'follow-up of KTTV's 
public service telecast- of southern 
California anti-communi-t school at 
the sports arena several weeks ago. 

. WSIX-AM-FM-TY. Nashville, 
Tenn., secured the exclusive telecast 
beeper story on the L .A.W.-Ford ne- 
gotiations story. 'I he station had the 
report on the air almo^ a full hour 
before the major ne«; wire services 
had the story. 

• WCBS, New \ ork. will feature 
a Monda\ -through-Friday show. 8:15 
to 9:00 p.m., which will give listeners 
a chance to air their views on current 
issues. 

• KORL, Honolulu, has opened a 
new field of communications by es- 
tablishing a system of notifying phy- 
sicians w hen they are needed at local 
hospitals. 

Kudos: WHK-AM-FM. Cleveland, 
received the United States Air Force 
1961 Public Service Award. This 
came as a result of the station's ef- 
forts in distributing a complete re- 
cording of America's first ^pace-man's 
ride to civic institution- throughout 
the Cleveland area. ^ 



FRESHEN UP ON YOUR FALL PROGRAMMING. 

Premiere in your market with these 
brand new . . . 

1- MINUTE 

RADIO 
FEATURES! 

Individual Series 
STARRING 

OLEG CASSINI 

Fashion Commentary 

HY GARDNER 

Show Biz Round-up 

HENRY MORGAN 

Comedy 
★ 

For Complete Details and Sample Tapes 
Write or Phone 

Chuck Prager Radio 

Syndications Inc. 

441 West End Ave. 
New York 24, N. Y. 
Phone: TRafalgar 7-8402 
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f ^ 
BILL COSTELLO 

Current assignment-the Kennedy 
Family. That's Bill Costello originating 
from the White House with accurate, 
concise, authoritative newscasts on 
Mutual. He brings to you 30 years of 
news reporting — plus quality news 
beats that only an on-the-scene re- 
porter can deliver. Want Washington? 
Bill Costello is there for Mutual Radio. 
• Remember.- Mutual wraps up 66% of 
its radio audience in the A and B mar- 
kets-where the buying is biggest. Buy 
Mutual Radio— and you've got it covered 
at the point of sale. 

MUTUAL RADIO 

A Service to Independent Stations 
Subsidiary of Minnesota Mining 
& Manufacturing Company ^Pfl 



SAVVY VIDEO 

{Continued from page 51) 
plained : 

United Brewers, 90-second, live ac- 
tion (J. Walter Thompson). Here is 
a simple, but effective agency idea — 
"who says beer is a man's bever- 
age?" and visualization — an actress 
receiving and rejecting gifts from 
hands reaching in from off-screen, 
got the extra ingredient of a creative 
performance. Hands were choreo- 
l graphed by Lee Sherman, Broadway 
choreographer. Viewers may not be 
conscious of why, but the commer- 
cial moves, attracts, is memorable, 
1 according to Susman; /Ye5fea. 60- 
second, live action (McCann Erick- 
son), Paul Petroff, MPO art direc- 
tor, in Susman's judgment, did a 
brilliant job of developing the sets in 
these lush commercials. Yet the ele- 
gance or the set design didn't destroy 
the realism the agency wanted. Al- 
though the set was of Hollywood cali- 
ber, its cost was remarkably low and 
well within a commercial budget, 
Susman pointed out; Budweiser, 60- 
second, live action (D'Arcy). Sus- 
man said that Bob Johnson, the 
agency producer - director, worked 
closely with Zoli Vidor, MPO direc- 
tor of photography. Together they 
created a tour de force in lighting 
and the finished commercial showed 
the results of using top flight talent; 
Eastman Kodak, 60-second, live ac- 
tion (J. Walter Thompson). Here 
Matt Harlih, agency producer, asked 
Marvin Rothenberg. MPO director, 
and Susman to meet with him, dis- 
cuss the agency's concepts and make 
any suggestions they thought would 
help improve the commercial? — be- 
fore they were tied down on finished 
presentation boards. They made a 
number of suggestions that were in- 
corporated in the boards.'' 

Gone is the day of the simple com- 
mercial, Fred Raphael, general man- 
ager and vice president of Filmways, 
a major producer of tv commercials, 
told SPONSOR. The table top commer- 
cial is almost a thing of the past, in 
Raphael's opinion. "As agency peo- 
ple became aware of the techniques 
available to them in film production, 
it enlarged their creative visual think- 
ing." Raphael declared. 

Raphael chose the following five 
high-quality commercials made re- 
cently at Filmways: Eastman Kodak, 
two minutes, live action, color (J. 
Walter Thompson). This is a Christ- 



mas theme with Santa Claus. The win- 
ter theme was done in New York in 
the middle of August with a set built 
atop of the studio roof; Metrecal, 60- 
second, live action (Kenyon & Eck- 
hardt). This one comes across with 
such realism that it shocks the view- 
er, Raphael said : Prell, 60-second, 
live action (Benton & Bowles). Hair 
photography here is sensational, ex- 
citing: Ford, 60-second, (]. Walter 
Thompson) ; Willy Jeep, 60-second, 
color (Norman, Craig & Kummel) . 
This stresses the power and mobility 
of vehicles with remarkahle effective- 
ness, he said. 

Both Alfred L. Mendelsohn, gen- 
eral sales, and Michael Elliot, one of 
the executive producers, of EUE Di- 
vision of Screen Gems, agreed with 
their colleagues that humor in tele- 
vision commercials has increased. 

Saluting agency producers for their 
creative talents, both Elliot and Men- 
delsohn picked these six as among 
recent notables: Five Day Deodorant, 
60-second, black and white, live ac- 
tion (Doyle Dane Bernbachl. EUE 
execs describe it as a commercial 
"with a fresh, clean look": City 
Chevvy, iy<± minutes, color, live ac- 
tion (Campbell-Ewald) . "Here's a 
warm, natural representation of the 
need of a citv family to get away for 
a respite in the country. The casting 
of the family and the humanness of 
their reaction, makes this commer- 
cial real and compelling": Piels, 60- 
second, black and white, live action 
(Young and Rubicam). "Excitingly 
photographed, filled with surprises 
and quick visual changes. Unusual 
beer and bottle shots coupled with 
different faces expressing varied emo- 
tional reactions": Praise Soap. 60- 
second. black anl white, live action 
(Reach. McClinton) . "A unique situ- 
ation in which a rirl. supposedly un- 
real, engaee* in th° darins exploits 
of a wood nvroph. It i* done in good 
taste and with an ethereal beaut v 
throughout": AUerest. 60-second, 
black and white (Papert. Koenig, 
Lois). "As with Dillv Beans, which 
we also made, this is a humorous 
and sophisticated presentation of a 
new product. It delivers a serious 
message with a big laugh": Scott Tis- 
sue. 60-second. black and white, live 
action (J. Walter Thompson). This 
gave us an opportunity to paint a 
delicate and soft visual portrait of 
gentleness and sweetness through a 
little girl's innocence." ^ 
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Tv and radio 
NEWSMAKE 



£3 




Jack F. A. Flynn has been appointed na- 
tional sales and business manager of the 
WP1X-TV, New York, sales department. 
A veteran of broadcasting, he was formerly 
account executive on sales staff of WP1X- 
TV and served in this area for the last eight 
years. Flynn has been with the station since 
1951. He has held executive posts in pro- 
graming, production, and operations. Prior 
to this he served on the radio and tv staff of WGN, Chicago, and 
was graduated from the University of Missouri. 

Jack O'Mara has been named director of 
the western division of the Television Bu- 
reau of Advertising. He is presently v.p. 
in charge of promotion, merchandising and 
research at KTTY, L.A., and has received 
numerous national and local awards in 
these fields. His 23 year broadcasting ca- 
reer began at KVOE, now KW1Z, Santa 
Ana, Calif., and includes affiliations with 
ABC, CBS and Hooper. 0 Mara earned his B.A. and M.A. degrees 
in journalism at the University of Missouri. ' 

Pat Flaherty, news director emeritus of 
KPRC radio and tv, Houston, has assumed 
the additional duties of audience relations 
director. He will travel extensively through- 
out the stations' coverage area, maintain- 
ing a constant contact with individuals and 
groups in KPRC's audience. He began his 
career in 1921 as one of Texas' radio pio- 
neers. During World War II he was an 
NBC correspondent in New Guinea and the Philippines and made 
the first broadcast of the re-capture of Manila. 

Ceorge R. Jensen has been named v.p 
and midwestern manager for the new Na- 
tional Sales division of RKO General, it 
was announced by Donald J. Quinn, direc- 
tor of National Sales. RKO General. Prior 
to his present appointment, he was v.p. and 
I midwest sales manager for WOR-AM-FM, 
New York. Jensen has been with the com- 
pany for ten years. Previously, he was 
associated with the Crosley Broadcasting Company. He will make 
his headquarters in Chicago. 




IN 

PORTLAND 
OREGON 



they eye it 




and Buy it 




ON 

KOI N- tv 



KOIN-TV is Portland's resullful sta- 
tion because it reaches 7 of every 10 
homes in a rich 33 county area, with 
highest ratings (see latest Nielsen). 

Represented Nationally by 
HARRINGTON, RIGHTER 4 PARSONS, INC. 
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frank talk to buyers of 
air media facilities 

The seller's viewpoint 



Recently. J. Glen Taylor, president and general manager WAVY-TV, Norfolk, 
Va., took part in a three-station promotion in Norfolk. The results surprised 
him greatly, led him to revise his opinions on the attitude of agency people, 
and made him come up with the idea that selling methods should be changed. 
As Taylor puts it, ". . . one of the factors that helped us in getting the reaction 
we received was the simplicity of . . . approach. . . . We stuck mainly to facts. 
. . . In our particular work and association with these people [tiniebuyers 
we have found an exceptionally gratifying response to our market stories." 




New selling methods needed 



^5ome of the startling remarks I keep hearing from 
various sources from time to time concern references to 
agency time buyers as skeptical or cynical. In our par- 
ticular work and association with these people, we have 
found an exceptionally gratifying response to our market 
stories. 

One definition of "salesmanship," I believe, is the 
ability to persuade the other person to believe as you 
believe. If one's material is good and the presentation 
well-planned, it has been my experience that interest, 
belief, acceptance and in many cases, gratitude for ex- 
planations and enlightenment are the results more often 
than not. 

I think some of the most striking examples of this type 
of reaction by agency people has been seen in recent 
months during a series of market promotions the three 
stations in Norfolk, Va. (WAVY-TV, WTAR-TV and 
WVEC-TV) and their individual sales representatives have 
presented to agency time buyers, research and media ex- 
perts and personnel of national advertising market and 
media groups. 

Since the inception of our three-way market promotion, 
we have found that many of the people mentioned above, 
rather than treating our presentation with skepticism 
and/or cynicism, have displayed completely opposite emo- 
tions to our film presentation. The reactions, to underplay 
the results, have ranged from mildly enthusiastic to out- 
right and \oeiferous approval on the part of these partici- 
pants. 

Whether or not the reason was because our film ran 
only fifteen minutes and encompassed the entire range of 
what \\c were trying to point out to the agency people, or 
whether the fact that three stations were telling the same 
story and not indh idual stories of their accomplishments 
is hard to sa\ . When time buyers, in writing, tell us that 



"this was the most illuminating market story I have ever 
seen," or write that "I have never before realized how 
rapidly the Norfolk area was expanding," or "in fifteen 
minutes you have changed my whole concept of that par- 
ticular market" or that "this short, entertaining but com- 
plete story of your market's potential was educational and 
enlightening. I never before realized the closeness of the 
areas in that market," . . . then perhaps it is time for a 
re-evaluation of our attempts to reach time buyers. 

Perhaps we have found the key to reaching the people 
who I know are snowed in continually by the magnitude 
of their jobs. At least we know r that we have received 
attention never before achieved in our long experience of 
contacting agency people. 

I think one of the factors that helped us the most in 
getting the reaction we received was the simplicity of our 
three-station market approach. We did not present glowing 
reports featuring such superlatives as Greatest. Best. etc. 

We stuck mainly to facts about our market. Facts that 
could be easily checked, but by the same taken could have 
been easily overlooked in individual presentations. We 
brought out the most important facts about the market from 
the standpoint of the agency time buyer. That it was a 
closely integrated market . . . the geographical location of 
the cities comprising the market, Norfolk-Portsmouth, 
Hampton. Newport-News, were within a few miles of each 
other. That the military in Norfolk, rather than being just 
Navy, encompasses 37 different branches of the Armed 
Forces and that rather than being a weakness was actually 
a S200 million bonus for advertisers. 

We don't know how our unique market promotion will 
work out from the standpoint of increased sales dollars in 
the market, but we have received a degree of interest and 
attention from agency people and advertisers, far above 
any we have experienced on an individual hasis. ^ 
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"Charlotte's WSOC-TV... 
an important advertising entity in 
its area"- Bren Baldwin, K&E 



"When a station has 
facilities, programming 
and promotion competently 
administered, it becomes an 
important advertising entity 
in its area. We know 
WSOC-TV is building its area 
coverage and audience on 
these basic factors, so we 
have scheduled Channel 9 
for many of our clients." 

BRENDAN J. BALDWIN 
Vice President, 
Kenyon & Eckhardt, 
New York 




WSOC-TV's modern facilities serve an area of nearly 3 million people 
with the Carolinas' finest programming. A continuing promotion and 
publicity program builds audience bonuses for both station and adver- 
tiser. In addition, WSOC-TV gives vigorous merchandising support that 
expands product distribution and multiplies sales. Schedule WSOC-TV. 
It is one of the great area stations of the nation. 



WSiCTV 

CHARLOTTE 9— NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton 
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SPONSOR 
^ SPEAKS 

The Life of a Radio Man 

In this issue (page 32) we're beginning a series of articles 
which will appear in SPONSOR from time to time on the "Life 
of a Radio Station Manager." 

Our purpose with this series is to acquaint our agency and 
advertiser readers with what, we believe, has become one of 
the most fascinating and absorbing occupations in American 
life today. 

And it is largely an untold story. No great novels or plays 
have ever been written about radio station men, comparable 
to those written about newspaper editors, lawyers, and doctors. 

The glitter and glamor of network tv personalities com- 
mand most printed space devoted to broadcasting. 

But in terms of real drama, variety of experience, and 
closeness to people and community life, we doubt if there is 
any profession in the country which equals local radio man- 
agement. 

And, as Paul Marion points out, an awful lot of agency 
men and ad managers would love a station manager's job. 

Vigorous objections by Corinthian 

The vigorously worded document in which Corinthian 
Broadcasting recently expressed its objections to the FCC's 
proposed program logging forms, makes exciting, challeng- 
ing reading. 

Ordinarily few individual broadcasters care to register 
blunt and open criticism of Commission activities, though 
state and local broadcast associations sometimes do. 

Corinthian, however, has not hesitated to state its opposi- 
tion in the strongest possible terms "The proposed program 
form is objectionable in its overall implications and it is ob- 
jectionable in certain of its specific questions." 

"Corinthian believes that the Commission cannot, as a mat- 
ter of law, and should not, as a matter of policy, control the 
quality and diversity of programing." 

SPONSOR recommends to every one interested in the health 
and welfare of the broadcast industry, a careful study of the 
Corinthian arguments. 

And we particularly want to congratulate Wrede Peters- 
meyer and members of Corinthian management for taking a 
courageous, forceful stand on fundamental principles. ^ 




lO-SECOND SPOTS 

Putting on the dog: Klavan and 
Fincli have gone high hat. The 
WNEW. New York, morning per- 
sonalities recently chastised their 
outfit s traffic department (K&F in- 
sist their reports on N. Y. traffic 
originate in the station's traffic de- 
partment) for copy that read: "Traf- 
fic on the approaches to the George 
Washington Bridge is proceeding at 
a snail's pace." Insisted Klavan, or 
was it Finch. "Next time instead of 
snail sav escargot. 

; 

Attention, tired execs: Leonard 
Key. producer of the forthcoming 
Broadway musical. 'The Night They 
Raided Minsky's," i; scouring the 
Madison Ave. and Wall St. areas 
these days, but his forays have noth- 
ing to do with adyertising or stocks 
and bonds. Key seeks gentlemen with 
bald heads, red faces, fat necks, and 
pendulous jowls, in junction with his 
show, based on the heyday of bur- 
lesque. The "tired businessman" 
types (which abound on the two 
streets. Key claims), are desired to 
occupy an entire row at each per- 
formance of the musical, thereby 
lending authenticity, nostalgia, and 
flavor. 

Free medical care: The ABC News 
team has high hopes of getting 
through the coming winter minus 
bouts with the common cold. When 
they had their proboscises featured 
in full-page newspaper ads under the 
heading of "25 noses for news," The 
Schering Corp. (Coriciden cold tab- 
lets, nose drops, etc.), sent packages 
of its products to each of them. 

Another non-first: Groucho Marx 
takes issue with G.E.'s announcement 
that he'll play his first serious role, 
that of an attorney. "Some of my 
best comedy tries." quips Marx 
"turned out to be serious roles." 

New gun in town: Hush O'Brian, 
veteran rider of the tv Purple Sage 
(Wyatt Earp was his handle) , now 
is pursuing a Broadway legit stage 
career. One of his comments about 
life among the big city slickers: 
"Those horses sure look funny with 
policemen on 'em. ' 
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Go First Class with KMJ-TV — 
and with first class ratings as con- 
firmed by the new Fresno ARB 
survey of July, 1961. 

KMJ-TV has more quarter hour 
wins throughout the week . . . 
from sign-on to sign-off . . . than 
any other Fresno station. This is 
true both for the Metro Area and 
for total homes. And KMJ-TV 
leads consistently in the number 
of adult viewers. 

KMJ-TV movies lead the field. 
The afternoon movies Monday 
through Friday ate the top rated 
daytime movies with an average 
rating of 15.0. The Sunday Cinema 
Special from 4:00 to 7:00 p.m. has 
a 22.0 and the Friday night Fabu- 
lous Films has a 17.0 rating. 

"July 1961 ARB, Fresno. 




KMJ-TV . . . first TV Station 



the Billion-Dollar 
Valley 
of the Bees 
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McCLATCHY BROADCASTING COMPANY 

SACRAMENTO, CALIFORNIA 
NATIONAL REPRESENTATIVE 
THE KAT2 AGENCY 




IN BUFFALO GO ACTIVE WITH 




CHANNEL 2 

Your Petry representative (or in Canada, Andy McDermott) has a whole bag full of neat sales tricks that will help you sell 
the Western New York and Southern Ontario market through Channel 2. Let them show you how WGR-TV's leadership 
in sports, movies, and local programming keeps viewers glued to 2. To sell Buffalo ... get active with WGR-TV. 



WSR-TV CHANNEL 2 NBC BUFFALO, N.Y. 



A TRANSCONTINENT STATION 



WROC-FM, WROC-TV. Rochester, N. Y. • KERO-TV, Bakersfield, Calif. . , — \/^~N 
WGR-AM, WGR-FM, WGR-TV, Buffalo, N.Y. • KFMB-AM, KFMB-FM, £«wwW,^«.»«J 
KFMB-Tv, San Diego, Calif. • WNEP-Tv, Scranton-Wilkes-Barre. Penn. ^Z-^C-., 
WDAF-TV, WDAF-AM, Kansas City, Mo. 
TRANSCONTINENT TELEVISION CORP. • 380 MADISON AVE., N.Y. 17 



